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Ten years ago, Albuquerque, New Mexico, was not included among : 
the nation’s top 100 cities in population. Soe 


Now .. . the 1960 Census shows that Albuquerque has more than . ea 
doubled in population in the last 10 years and ranks as the nation’s Radio ‘ Television 


60th largest city! 
These figures confirm what many people have realized for some ALBUQUERQUE, NEW MEXICO 
time: that fast-growing Albuquerque is a major market . . . a billion- i conmuned be 


dollar market no advertiser can afford to ignore. 
These people also know that KOB-TV and KOB Radio dominate the 


Albuquerque market. They are your best buys in atomic Albuquerque. 
The Original Station Representative 


ie 


Boost SPOT income with RCA TV Tape— 


Get peak quality... production savings 


Advertisers are prone to “buy on sight’”’ and stay sold 
once they view the excellence of spots made on RCA 
equipment. Picture quality is virtually “built in.” 
RCA’s multiple monitoring checks assure the highest 
quality production. You can check through the entire 
system .. . and be confident you are getting the best 
results at all times. Moreover, you can obtain a perfectly 
aligned picture in seconds thanks to RCA electronic 
quadrature adjustment for both record and playback. 


, 


RCA’s “convenience features” save time and money in 
production. A central control panel puts the entire 
operation at the user’s fingertips. A continuously vari- 
able speed control enables you instantly to cue-up any 
spot on tape. Speed can be slowed until audio becomes 
intelligible for cueing. And precision headwheel inter- 


Find out how the RCA TV Tape Recorder 
can help you produce the most saleable 
commercials and programs. See your RCA 
representative. Or write to RCA, 

Dept. TC-278, Building 15-1, Camden, N.J. 


changeability—for color, too—means you can playback 
any tape on any machine, regardless of where made. 


Special RCA safeguards protect your production against 
loss. Simultaneous control track monitoring assures you 
of a control track as you record. (A tape without a 
control track is worthless.) And you get simultaneous 
audio playback as well. You save lost production time, 
re-dos, talent costs. Only RCA provides these multiple 
means of protection. 


Advertisers will appreciate the difference an RCA TV 
Tape Recorder wi!l make in your spot production. You'll 
find a satisfaction in operation without parallel. And 
service after the sale is the type that only RCA with 
its broad background in television can perform. 


The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 

















Womans 
Wonderland 


9:00-10:00 A.M 
WEEK DAYS 














Sprightly as springtime and just as welcome 
is this solid hour of personal 

service to the women of Detroit and 
Southeastern Michigan. 

























“Consult Dr. Brothers” features the famous 
psychologist and her highly-prized counsel on 
problems of heart and home. 


“Ed Allen Time”’ points the way to easy figure 
control and more zestful living through simple, 
living-room exercises. Handsome, clean-cut 








rS Ed Allen is a great local favorite. 
“Gateway to Glamour” spotlights beautiful 
yback Eleanor Schano—an exciting authority on 
made. face and fashions. 
: Here, indeed, is a woman’s wonderland—sixty 
— marvelous minutes for selling everything she needs 
res YS for herself, her family, her home. Call now for 
hout a availabilities—either your PGW Colonel or your 
aneous WW4J-TYV local sales representative. 
n time, 
vultiple ” 
Detroit, Channel 4 + NBC Television Network 
ae 
CATV WWI - TV 
. You'll PUNT 
el]. And 4 a 
‘A with _ a 





NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. 
Associate AM-FM Station WWJ 
Owned and Operated by The Detroit News 
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This is the first of a series of ads devoted to facts 
about communism. It coincides with a continuing 
series of prime time announcements on WKY RADIO 


and TELEVISION telling these and many more facts 


about communism to viewers and listeners. 


Altruistic? No. This effort might even be 
on the selfish side because we, as you, can exist only 


in a free economy. 


Alarmist? Aren’t people already anti-communist 
and pro-American? Certainly! Spiritually and emotionally. 
But there is a void of factual truth about the hard 
core of communist action. The communists know this. 
They continually attack this soft spot with “Dr. Jekyll’s” 


words that rationalize ““Mr. Hyde’s”’ actions. 


The threat to freedom is not so much in what the 
communists DO, as in what Americans DON’T do. 
One of the most serious ““DON’TS” is not arming 


ourselves with facts to back up our belief in democracy. 


This is part of our effort to tell these facts. 


Prime Communicators to 1% Million Oklahomans 
































THE COST OF FREEDOM — One of a series 


Part of the Cost of Freedom is to understand the War of Words. 
When they say “Peace”... what do they really mean? 


Lenin said: 


“Every peace program is a deception of the people and a piece of 
hypocrisy unless its principal object is the explanation to the masses of the need 
for a revolution, and to support, aid and develop the revolutionary struggle of 
the masses that is starting everywhere (ferment among the masses, protests, 
strikes, fraternization in the trenches, demonstrations . . .).” 

—V. I. Lenin, General Committee Proposals Submitted to 


the Socialist Conference, April, 1916, Selected Works, 
International Publishers, New York, 1943, vol. V, pg. 237. 


But Lenin is dead... or is he? 


J. Edgar Hoover has said... “I, for one, find no reason to doubt the word 
of Nikita S. Khrushchev when he asserts that the injunctions of Lenin must be 


the guide to all communist activity.” 


We aren’t trying to preach. We are simply trying to strengthen the 
muscles of freedom of speech through exercising that freedom to the limits of 


our sphere of communications. Perhaps there will be facts in this series you 


can use in your sphere of influence. 


RADIO AND 
TELEVISION 


OKLAHOMA CITY 


The WKY Television System, Inc. 
WTVT, Tampa-St. Petersburg, Fla. 
Represented by the Katz Agency 
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24.8% more viewers than the highest 
rated Omaha station? 


27.7% more viewers than the highest 
rated Des Moines station? 

93.0% more viewers than the highest 
rated North Dakota station? 

51.6% more viewers than the highest 

rated Duluth-Superior station? 


a 

KELO-TV SIOUX FALLS, S. D., 
with its KELO-LAND booster hook- 
ups, gives you this fantastic advan- 
tage in numbers of viewers. (Source: 
Nov. ARB Average Quarter-hour 
Homes Reached Sun. thru Sat. 9 
a.m. to midnight.) You capture all 
KELO-LAND completely, simul- 
taneously—with one commercial orig- 
ination. 


CBS @ ABC 


KEL@LAND 


KELO-tv SIOUX FALLS: and boosters 

KDLO-tv Aberdeen, Huron, Watertown 

KPLO-tv Pierre, Valentine, Chamber- 
lain 

JOE FLOYD, President 

Nord 


nationally by 


Gen. Mar. 

H-R 

In Minneapolis by Wayne Evans & Assoc 
Midcontinent 


— rey 


Midcontinent Broadcasting Group 


KELO-LAND/tv and radio Sioux Falls, S$. D.; 
WLOL/am, fm Minneapolis-St. Paul; WKOW/am 
and *v Madison, Wis.; KSO radio Des Moines 


Larry Bentson, Vice Pres. Evans 


Represented 


Broedcasting Group 
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ANSWERS FOR AFFILIATES 


The networks respond to charges of rate-cuiting, 


unfair competition and compensation 


CLIENT’S DYNAMO 


Teamwork, timing trigger Donahue & Coe, Neu 


York’s speediest-growing ad agency 


DAYTIME PERKS UP 


Gross sales volume climbs as advertisers find new 


values in morning-afternoon shows 


MECHANIZED BUY? 


At Y&R, where a computer thinks big and fast. 


electronic gear aids the advertiser 


STICKING WITH TV 


Instant-Grip glue utilizes video in a hit-and-run 


technique for instant sales success 


DEPARTMENTS 


7 Publisher’s Letter 


Report to the readers 


13 Letters to the Editor 


The customers always write 


15 Tele-scope 
What's ahead behind the scenes 


17 Business Barometer 


Measuring the trends 


19 Newsfront 


The way it happened 


33 Film Report 


Round-up of news 


The financial picture 


13 Spot Report 


69 In the Picture 


70 In Camera 


The lighter side 
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lication Office: 109 Market Place, Baltimore 2, Md. Address mail to editorial, advertis- 
ing and circulation offices: 444 Madison Ave., New York 22, N. Y. PLaza 1-1122. 
Second class postage paid at Baltimore, Md. 









11 Wall Street Report 


Digest of national activity 


Portraits of people in the news 





ews 





Pub- 
-1122. 





Letter from the Publisher 


A Look at the Spectrum 


There are unmistakable indications that the Federal Communi- 
cations Commission is entering a new phase in its relations to 
television. With the appointment of one man (chairman Newton 
N. Minow), President Kennedy has managed to give this quasi- 
judicial agency a sort of quasi-New Frontier look. There will be 
action in many areas that were once ignored or put aside. There 
will be action on a most complex matter—allocations—and, we 
fear, it will be based more on wishful thinking than on the hard, 
uncomfortable facts that must be faced. 

Specifically, we’re thinking of chairman Minow’s statement to 
the effect that 90 per cent of the FCC’s problems would be solved 
if the allocations problem were resolved. This comment, as well 
as others he has made, has helped to crystallize to some degree 
his philosophy, which is that there should be more competition, 
more diversity on the air waves. A sentiment with which only the 
most impious would disagree. 

But some impieties now seem in order. In just what way would 
the public interest be served by multiplying existing channels? 
Does it follow that more channels will lead to greater diversity of 
programming, or even more competition? 

We think not. With all due respect to the FCC chairman, we 
think it a piece of foolishness to suggest, and to believe as ar- 
dently as he does, that more channels would lead to a greater 
variety of program services for the American people. There is no 
insurance that the level of both programming and service will be 
elevated by a feat of engineering—by the utilization of the uhf 
spectrum. There would be a diversity of outlets, but that is not 
the kind of diversity the new chairman has in mind. 


The Long View 


If history has anything to teach us, we might look at the state 
of radio in America today, where, with some 4,000 outlets, there 
is certainly no lack of competition. But no one has argued in 
recent times that the great number of radio stations has insured 
a higher level of programming, or a greater diversity of pro- 
gramming. 

To put it more bluntly, the opening of the floodgates in radio 
to several thousand applicants brought in the fast-buck operators 
and led to a change (for the worse) of the whole complexion of 
that business. It slowly deteriorated. And, more important in 
chairman Minow’s weltanschauung, it got to sound alike. 

This is not to suggest that competition is not a Good Thing. Or 
that greater diversity is not a Good Thing. It is to suggest that 
common sense is also a Good Thing, and common sense tells us 
that a multiplication of channels will lead to a multiplication of 
existing problems, not to their resolution. 

The main point here is that allocations cannot be the panacea 
for television, that the easy answer, the glib proposal, the huge 
oversimplification can compound an already complex matter. 


Cordially, 
bp faut 







lights 
your 
profit 
prcture. 
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is greater 
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STEINMAN STATION 
Clair McCollough, Pres 


} WGAL-TV 
Channel & 


i Lancaster, Pa. 
> NBC and CBS 





SCR scom. 


Representative: MEEKER 
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time on 
KTVE 


channel 
10 


To buy these choice 
times—call your Bolling 
man—or see your 
Clarke-Brown Representative 
in the South! 
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Anytime 
is choice 








® vas" 


Choice time to reach 
over 158,000 tv 
homes at low CPM 
choice time to sell 
the 700,000 persons 
in the prosperous 
oil and timber 
area who regularly 
enjoy the top NBC- 
ABC programs on 
Channel 10. 





JOHN B. SOELL 


Vice President-General Manager 


El Dorado, Arkansas 


Monroe, Louisiana 
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In April, KDKA-TV received the duPont award for public service 
programming. ©) The citation carried with it a cash award of One 
Thousand Dollars ($1,000.00), and the station was afforded the 
privilege of granting a scholarship for that amount. © A year 
earlier, the station had won the Edison Award for service to youth. 
It, too, carried a cash award which KDKA-TV decided to turn into 
a scholarship fund. Only question: how do you choose from thou- 
sands of students the one most deserving? ©} KDKA-TV officials 
turned the problem over to Pittsburgh educational leaders. Eddie 
Rohrer was selected. ©} He began his studies and did exception- 
ally well. But throughout the year, Eddie pondered: how would 
he complete his college education? (} Luckily, the same question 
occurred to KDKA-TYV officials upon receipt of the duPont award. 


KDKA “e Pittsburgh, Pa. S e e WESTINGHOUSE BROADCASTING CO.,INC. RB T &) 


epresented by TvAR 


April 17, 1961, Television Age 1] 












It can’t be... 





It really is! 





What a satisfaction... 





But it is! 





Yes, it really is! 


a good biscuit is! 





bt 


FILM 
floes the 
‘impossible’! 


Really, it's pretty wonderful when 
Zoli t ie) eM CoM tallals a commercial 


to reach a consumer who hasn't a 
cent to his name! 

“So what!’’, the experts said, 
drawing out the ‘‘what."’ ‘We'll sell 
people. Man (Woman, too) is Dog's 
best friend, has money, can buy. 

“We'll use animation to show 
Dog's growing excitement... as he 
sniffs ... as he downs a Milk-Bone 
Dog Biscuit in nothing flat. That will 


get Man... he'll shell out—but quick. 


ml @) Me eltlet- Mame laliilelilelammul-velars 
film—and only film. But that's fine 
because film alone will give us the 
kind of commercials we want, the 
way we want them—and when.’ 

y Vite iilel Malem] MEalluMmelilcmillin 
alone, gives you the optical effects 
. assures you the 
convenience, coverage, and pene- 


you must have... 


icelilola mile mccle(oh Ar MiolielMulelaclilire 
requires. All reasons why so many 
advertisers are turning (and return- 
ing) to film. 


For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N. Y 


Midwest Division 
130 East Randolph Drive 
Chicago |, Ill 
West Coast Division 


eWACloMlolalieMiutelaliae Mm ihae, 
Hollywood 38, Calif 


or W. J. German, Inc. 
Agents for the sale and\distribution of 
Eastman Professional Motion Picture 
Films, Fort Lee, N. J., Chicago, Ill., 
Hollywood, Calif 


ADVERTISER: 
National Biscuit Company 
AGENCY: 
Kenyon & Eckhardt Inc. 
PRODUCER: 


Robert Lawrence Animation, Inc. 


Network News Operations 

... 1 was particularly gratified with 
the in-depth treatment accorded to one 
of the most encouraging developments 
in television—the major expansion in 


news and informational programming 


(“Factuals: Their Future,” Tv. AcE, 

March 20). I look forward to the 
second article in the series. 

Ropert E. KIntTNER 

President 

National Broadcasting Co., Inc. 

New York City 


. . . I think it [“Factuals: Their 
Future”] presents a fair analysis of 
our type of programming, and should 
serve as a good reference study for 
the rest of the industry. 

IRviING GITLIN 

Executive Producer, Creative Projects 
News and Public Affairs 

National Broadcasting Co., Inc. 


New York City 


I was naturally particularly 
interested in the article on network 
news operations. | must say that the 
piece was extremely perceptive, so- 
phisticated and also very well written. 
Lest you consider that last word pa- 
tronizing, I should simply like to 
remind you that everyone is a critic 
these days. 

I look forward with anticipation to 
the second article. 

RicHarD S. SALANT 

President 

CBS News 

New York City 


Wometco Enterprises 

. you were kind enough to carry 
a story on Wometco Enterprises (Wall 
Street Report, Tv ACE, March 20). Un- 
fortunately, however, the information 
in it was not correct in at least two 
important respects: 

1. Louis Wolfson II, a vice presi- 
dent of this company, is not related 
to Louis E. Wolfson. The Wolfson 
family, who are officers and stock- 
holders of Wometco Enterprises, Inc., 


do not have any kinship or business 
relationship with Louis E. Wolfson. ... 
2. The statement with respect to our 
vending operations is inaccurate in 
that it suggests we vend only in 
theatres. If you will look in our pros- 
pectus you will find that our vending 
operations are far more widespread 
than that. I quote from page 14 of the 
prospectus, which is as follows: 
“. . . The company’s vending ma- 
chines are located in supermarkets, 
department stores, airports, public 
buildings, schools, hospitals, hotels, 
bowling alleys, recreation centers, in- 
dustrial plants and drugstores. Its 
vending operations include foods, 
cigarettes, soft drinks, coffee, ice 
cream and candy .. .” 
RicHarp F. WoLrson 
Vice President and General Counsel 
W ometco Enterprises, Inc. 
Miami 


Ed. note: TV AGE regrets the errors 
mentioned by Mr. Wolfson and is publish 
ing his letter to set the record straight. 


Lifted Curtain 
“THE CURTAIN IS LIFTED” (TV AGE, 
March 20) NOTHING SHORT OF GREAT. 
OUR APPRECIATION . . . NOTHING SHORT 
OF TREMENDOUS. 
Joun P. DrILLon 
Promotion Manager 
wBTv Charlotte, N.C. 


Talent-Union Contract 
. . . I found the whole issue very 
interesting, and more particularly, | 
thought the story (“Equity for Ac- 
tors,” TV AGE, Feb. 6) was an in- 
formed and very fair appraisal of the 
background and provisions of the 
new film and tape television commer- 

cial codes... . 

BERNARD LENROW 
President, New York Local 
American Federation of 
Television and Radio 
Artists 
New York City 


Public-Service Issue 
. . . I found this article (“Rx for 
Communities,” Tv AGE, March 6) and 
others in the magazine most interest- 

ing and informative. 

Doucias L. MANSHIP 
President and General Manager 
WBRZ Baton Rouge 
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FOCUS ON THE RIGHT INCOME AND EDUCATION... 


In 1960 ARB reported-WNEW-TV reaches 100%. of the greater 
New York market! Now, in a special qualitative study, ARB reports 
that the audience of independent WNEW-TV is comparable 

in terms of Income and Education to the audience of the leading 


network television station in New York. WN EW-TVS 
METROPOLITAN BROADCASTING Cl 


INCOME-HEAD OF HOUSEHOLD EDUCATION-HEAD OF HOUSEHOLD 
11,000 & OVER 


HIGH SCHOOL 


GRAMMAR SCHOOL 10.6 
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WHAT’S AHEAD BEHIND THE SCENES Te | & = & Cc O p e 


CBS Setting Precedents 

The problems of clearing program time with affiliates 
and of compensating them for said time being what they 
are (see “Answers for Affiliates,” page 21), CBS-TV 
has embarked on a couple of moves that are quietly 
revolutionary. Not much notice has been taken of the 
fact that the network’s new morning plan actually passes 
on to affiliates part of its summer discounts—whereas 
previous practice (and that still in effect elsewhere) has 
been to compensate the station at the same rate all year 
long, with network discounts or bonus plans not chang- 
ing the picture. Additionally, an “incentive plan” is in 
the early stages, under which affiliates will receive in- 
creased compensation for CBS programs cleared over- 


and-above a base number of hours. The base is report- - 


edly established from the hours cleared by the affiliate 


during the previous season. 


The Dimensions of Tv at D&C 

Donahue & Coe, whose broadcast billings shot from 
$6.2 million in 1959 to $10.2 million last year, will go 
to nearly $12 million this year, with nearly all of the in- 
crease accounted for by upped tv billings. Last year, tv 
accounted for approximately $8.8 million of the $10.2- 
million broadcast figure. The agency’s total billings in 
1960 were $33.5 million (see “Client’s Dynamo,” page 
26). 


Anyone for Editorializing? Definitely 

Although there are a number of notable exceptions, 
most broadcasters have consistently shied away from 
editorializing on the air out of the understandable desire 
to avoid alienating viewers or advertisers by taking the 
“wrong” stand on any given issue. A majority of view- 
ers, however, would favor television and radio stations 
giving vent to editorial expression, and would be very 
interested in listening to the opinions of their local 
broadcasters on matters of moment. According to The 
Pulse, Inc., 63.8 per cent of its respondents to a survey 
on this subject would like to see stations editorialize, 
and 69 per cent would watch and listen to such edi- 
torializing with interest. (Details on this latest exclu- 
sive study for TELEVISION AGE will appear in an upcoming 
issue of the magazine.) 


ABC All-Out 

The first hard estimate of what ABC plans to spend 
annually in its attempt to compete with CBS and NBC 
in news and public affairs—$8 million—has provoked 
some surprise and cynicism at the other networks. But 
insiders report that AB-PT president Leonard Goldenson 
is prepared to pick up a tab twice as big next year, if 
needed, to back his publicly given pledge to James Hagerty 
that ABC-TV will have a news operation “second to 
none. 


Say it With Tv 

Candygram, Inc., the two-year-old candy-with-message 
division of Western Union Telegraph Co., is expected 
to make its tv debut shortly. Mother’s Day is a “good 
possibility” for the initial kick-off campaign in spot 
television, according to the company’s advertising de- 
partment. Plans for the fall are fluttering around as well. 
Cole, Fischer & Rogow, New York, is the agency. 


Weather Clear, Track Fast at CBS 

Noting that “if a horse wins once, that’s luck—horse 
wins twice, that’s coincidence—horse wins three times, 
bet on horse” (old Chinese proverb), CBS-TV has taken 
the bit in its teeth and is saying that this is the third 
year in a row that its new programs have corraled higher 
Nielsen ratings than the new shows on NBC-TV and 
ABC-TV. In a straight-from-the-equine’s-mouth bit of 
reporting, CBS says that its stable of this season’s new 
shows, with an October-March 6-11 p.m. average-audience 
Nielsen of 19.1, has outgalloped not only the other net- 
works’ new stanzas but also ABC’s and NBC’s average for 
all shows. Six of the new CBS programs have ratings 
of 20 or more, and two of them—The Andy Griffith 
Show and Candid Camera—are in the Nielsen top 10. 


Tv Pitch for Plywood 

A major effort in the television field is under study 
by the Douglas Fir Plywood Association, which has 
headquarters in Tacoma, Wash. Dependent on approval 
by the 123 member mills later this month, the association 
plans a two-year outlay of between $3 million and $4 
million, intended to make the public better acquainted 
with the story of and uses for plywood. Prestige-type 
programs are expected to be chosen. The Condon divi- 
sion of Cole & Weber Advertising in Tacoma handles 
the account. 


Trunk Line 

If it’s true that it takes only two to make a trend when 
business is tight, there’s a trend shaping up with the 
announcement of an NBC series called Portofino, dealing 
with a small pack of adventuresome Americans abroad, 
showgirls and song-and-dance routines. Sound familiar? 
Harry's Girls, the series being produced by Alan Jay 
Lerner in Europe, has an almost identical prospectus. 


One Two, Three Testing 

The eye-drop product from a major manufacturer 
noted here last Sept. 5 as about to enter test markets ran 
into a delay when the Government questioned its labeling. 
Problems reportedly have been cleared up and the intro- 
ductory schedules should start almost momentarily. 
Among other new items preparing tv tests are Formula S, 
a Listerine-like product out of Warner-Lambert Pharma- 
ceutical Co. that’s being handled by Lambert & Feasley, 
Inc., and Nydri, a cold-relief capsule from Chesebrough- 
Pond’s, Inc., placed at Compton Advertising, Inc. 
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what qualities... 


do you look for 
in hiring salesmen? 
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A wise man once said “What you are shouts so 
loud that I can’t hear what you're saying”. There’s 
a moral there for buyers of time. Screaming, 
shouting, sensational formats may be popular in 
some places, but Iowans prefer our style. Proof: 
our news and sports ratings have led all the rest 
for years and years. 


Choose your station just as carefully as you hire 
your own salesmen — on the basis of integrity, 
stability and responsibility. In Des Moines KRNT 
and KRNT-TV have these qualities. It’s no wonder 
Iowans believe in and depend on the KRNT 
Stations: 


People have been dialing KRNT Radio for reliable news and 

sports information for 26 years. Highest ratings for years. 

© ARB and Nielsen prove our television news and sports are 
also the “preferred ones”. Always top rated. 

@ The community knows locally-produced religious and civic- 

minded shows appear regularly in our schedules. 

Local radio advertisers have given us by far the biggest share 

of business in a six-station market. 

® Local television advertisers have given us 80% of the local 

business in a three-station market. 


Check our ratings with the Katz Man. 
He can help you hire our salesmen, too. 


KRNT 


Radio and TV — Des Moines 


An Operation of Cowles Magazines and Broadcasting, Inc. 
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Business barometer 


National spot business showed its customary gain in February, although the increass 








was quite a bit short of the average 9.3-per-cent rise for the month 
throughout the seven years of Business Barometer reports. 

The figures show spot billings up 5.5 per cent in February over the January totals. 
At the same time, February 1961 business in spot was 2.0 per cent ahead of 
that in February of the preceding year. 





Since 1954 spot has never 
shown a decline in Feb- NATIONAL SPOT 
ruary totals. The larg- l contteasmath aul saabdecser wanmmartia 
est of these continuing 
gains for the month was 
recorded in February 
of 1960 when the jump 
over the previous month 
was a strong 18.2 per 
cent. 











Feb Mar Apr May June July Aug Sept Oct Nov De } I 


" 
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The second biggest February 
spot advance was the 
13.5 per cent chalked up 
in 1956. Two years 
earlier the month's 
gain was 4.8 per cent, 
in 1955 it was 7.1 per 
cent, in 1957 the climb 
was 4.3 per cent, in 
1958 it was 8.9 per 
cent, and in 1959 11.4 
per cent. 











In the year-to-year comparison 
spot did not measure up 
to its performances for 
the two previous 
Februarys. In 1960 it 
ran 15.7 per cent ahead 
of 1959; '59 was 22.4 Sclid line represents past 12 months; dotted line, « year earth 
per cent over ‘58. 











The 18.2-per-cent gain in February a year ago was especially noteworthy in that 
was not only the strongest February increase in Business Barometer records, 
but it was also one of the largest gains of any month. 





In fact, it is the largest of any month with the exception of September and 
October, when spot business, traditionally, has its biggest increases, with 
gains of 20 and 30 per cent not uncommon in October. 





The February upturn in spot followed seasonal declines for this division of televi- 
sion business in both December and January. In the last month of 1960 totals 
were down a sharp 18.8 per cent under November, and for the lead-off month of 
this year the loss was 2.8 per cent, far less severe than the 10.5-per-cent 
drop in January 1960 and the 15.0-per-cent decrease in December '59. 





A report on network and local business for February will be published in the May 
lst issue of TELEVISION AGE. Both of these categories recorded declines 
during the past two months. 





(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 
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YOU'LL 
SELL MORE 
LAS VEGAS! 
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PEOPLE IN LAS VEGAS HAVE MORE MONEY TO SPEND............ 


68% ABOVE NATIONAL AVERAGE 
CONSUMER SPENDABLE INCOME ! 





National Average — $1816 per capita 
LAS VEGAS Average — $3040 per capita ! 


PEOPLE IN LAS VEGAS SPEND MORE MONEY ...............206-. 


121% ABOVE NATIONAL AVERAGE 
TOTAL RETAIL SALES ! 


National average — $1203 per capita 
LAS VEGAS average — $2760 per capita ! 


BUY ALL3 ...LV/TV... . Las Vegas Television outperforms all other media 
in Las Vegas, iis astttie in Las Vegas watch more television !............. 7.62 
hours per family daily versus national average of 6.20! 

(Figures computed for year ending January 1, 1960, by an independent firm) 


BUY LAS VEGAS TELEVISION! 


CHANNEL 13 CHANNEL 2 CHANNEL 8 


Forjoe-TV, Inc. Headley-Reed Co. Weed TV Corp. 












They’re Still Working 
What has happened to thermo- 
plastic recording, which, better than a 
year ago, was to so revolutionize the 
television and motion-picture indus- 
tries as to make film and tape ob- 
solete? 
/ A check Electric, 
which devised the new electronic re- 
cording process, yielded little. At this 
point officials are not willing to say 
when it will be available for wide- 
spread use. Said GE scientist Dr. 
Harry Arader: “I can only say that 


with General 


we've been working on it and are 
still convinced of its eventual im- 
portance.” (So convinced in fact, that 
the process will be discussed by GE 
at the upcoming NAB convention.) 

Industry officials today are just as 
reserved as GE about thermoplastic 
recording. The revolution, it appears, 
is not yet with us. 

“It's a 
tion,” says Ed Saxe, vice president, 
operations, at CBS-TV. “We're look- 
ing forward to it, but making no 
plans so far.” 

Marx, vice president in 
charge of engineering at ABC-TV, 
still expressed some interest in the 
development, but wants to wait for 
more information from GE officials 


two-to-five-year proposi- 


Frank 


before examining its practical uses. 
Some of the features of thermo- 
plastic recording which make it a 
possible improvement on existing re- 
cording processes are its ability to 
synchronize live and film, its produc- 
tion of visible images for editing and 
its immediate playback. Theoretical- 
. ly, it combines the best of film and 
video tape, and would be adaptable 
for use anywhere in the world. 
William Unger of Elliot, Unger & 
Elliot, film commercial producers, is 
dubious about the practicality of 
thermoplastic recording. “It won't 
change many of the basic problems 





Thermoplastic revolution is not yet here ... page 19 
“Nielsen Media Service’ on tv, magazines .... page 19 


P&G is after ‘missing’ viewers via specials . . page 67 


in projection and distribution, and 
you'd still have the same video signal 
to start with. It will have to solve a 
great many of the existing problems 
of both film and tape to come into 
any widespread use.” 

Mr. Unger also wonders whether 
it would be worth going to the ex- 
pense of replacing one type of re- 
corder with another, and suggests 
that thermoplastic recording could be 
most useful in such fields as closed- 
circuit television and sales presenta- 
tions where the production cost is 
usually lower than in commercial 
production. 


Dual Data 

Knowing full well which side of 
its bread is covered with the higher- 
priced spread, A. C. Nielsen Co. care- 
fully pointed out at the unveiling of 
“Nielsen Media Service” 
presentation that the data would pro- 
vide no indication that print is a 


its new 


more efficient medium than television. 
On the other hand, in the interests of 
fair play, NMS will not indicate the 
reverse to be truc. 

What the service will provide, the 
research organization showed, is a 
continuing survey of both the tele- 
vision-viewing and magazine-reading 
habits of a national sample of homes. 
Data obtained might help an adver- 
tiser to determine such things as extra 
impressions gained from a magazine 
schedule in addition to a network tv 
buy, the amount of duplication in his 
print and tv schedules or how to 
reach a certain type of person—man, 
woman, child, high-income male, 
light-magazine reader and so forth— 
with tv or print schedules of various 
kinds. 

As an example of how NMS will 
be employed, a proposed campaign 
for a cosmetic was studied. Here an 
existing network tv schedule of four 


mw rues NWewsfront 





daytime quarter-hours and two night- 
time half-hours was to be supple- 
mented by either one page a month 
in a Sunday supplement or a page in 
two women’s monthlies, such as Me- 
Call's or Good Housekeeping. Which 
print buy would reach more homes 
in conjunction with tv? With the 
video programs viewed by one or 
more women in 16 million different 
homes, it was noted that the Sunday 
supplements would raise the total to 
23.8 million homes, and 2.9 million 
of these would be duplicated ; the two- 
magazine monthly schedule would 
raise the total to 25 million homes, 
4.8 million of which would be dupli- 
cated. Obviously, the second schedule 
is more favorable in supplying a 
larger number of homes with women 
prospects. 

One question that would immedi- 
ately spring to the mind of any time 
salesman—network, spot or local—is 
how the budget that goes into the 
hypothetical advertiser's print sched- 
ule might be used in tv to provide a 
greater number of homes or, perhaps, 
increased frequency in some of the 
original homes in order to do a 
stronger selling job. 

However, by pointing out that a 
sample schedule of 19 daytime and 
eight evening prime-time network tv 
participations reached 38.1 million ty 
homes, but missed 9.7 homes that 
were reached by magazines, NMS 
seles manager Don McGlathery dem- 
onstrated effectively that there are 
possibilities in other media. (He 
showed also that 10.5 million of the 
tv homes reached were not reached 
within a four-week period by any of 
a sample magazine group consisting 
of a weekly, a monthly, a woman’s 
magazine and a Sunday supplement.) 

Additionally, it was illustrated that 
the tv homes reached most often dur- 
ing the one-week network schedule 
were the ones reached least by the 
magazine ads—testifying to the fact 
that high-viewing homes are low- 
reading homes. Conversely, the homes 
spending much time on magazines 


(Continued on page 67) 
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We don’t believe in hiding honors under a bushel. Particularly this one. wrrx is the only New 


York independent TV station qualified to display the National Association of Broad- 
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casters’ Seal of Good Practice. It’s far from being an empty honor — it has-real and 


valuable meaning for you, our advertisers. It is an assurance of specific higher standards } 
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of programming and commercial practices. wP1x is the only independent with the Seal. 


Where are your 60-second commercials tonight 
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Networks respond 


to station charges of rate-cutting, 


unfair competition and compensation 


I the midwestern part of the country, an air- 
plane flying a circular pattern has proved it 
can successfully transmit a television signal to 
receivers within an area far larger than that 
covered by any station broadcasting on the earth’s 
surface. Science has also demonstrated that sig- 
nals can be bounced off celestial bodies, and that 
they can be beamed from man-made satellites. 
All of which preludes a story supposedly over- 
heard at one of the three tv networks: a harried 
executive, beset with protests from affiliates on 
the network’s programming, its new participa- 
tion sales plans and its compensation arrange- 
ments, ordered a step-up in attempts to ring the 


globe with a circle of satellites. “We'll transmit 
network shows to the whole country from two or 
three points several hundred miles up,” he said, 
“And we'll never have to argue with a hunk of 
metal in orbit!” 

An industry that owes its present existence 
to the past achievements of scientific tech- 
nology might do well to ponder the situa- 
tion if and when a handful of satellites removes 
the need for long chains of individual stations. 
As one network man put it, however, “Maybe 
our children will see it happen, but I think we’ll 
all have affiliate-relations departments for a long, 
long while.” 





In recent years, particularly since 
ABC-TV’s emergence as a force to be 
reckoned with, as video costs soared, 
the affiliate - relations departments 
have gained new importance and be- 


come busier than ever. It is their : 
it— 
thir 


abo 


job to keep the numerous stations 
carrying each network’s program- 
ming informed—a process that can 
include everything from supplying a 
fact sheet on the plot of next week’s 
Gunsmoke episode to preparing an 
elaborate presentation in which it is 
explained why the network has re- 
jected a request for full minute 
breaks between nighttime programs. 

There is no doubt that the networks 
need their affiliates, and the affiliates 
in turn need the network program- 
ming. (The problems of independent 
stations in network-covered markets 
are too well-known to require further 


Harry Bannister welcomes NBC affils 





detailing.) But, as in almost any mar- 
riage, questions, complaints and argu- 
ments periodically ensue. 

The questions can—as Julius Bar- 
nathan, ABC-TV vice president, put 
it—“run the gamut, including any- 
thing from ‘what are you going to do 
about Wagon Train?’ to ‘when will 
you go into color?’” CBS-TV ad- 
mittedly ran into an anguished cry 
from its affiliates when it sprang its 
Morning Minute Plan on them, and 
the slotting of low-rated public-serv- 
ice programs in periods that repre- 
sent virtual concessions to high-rated 
shows on rival chains has brought 
protests to NBC-TV, as well as to its 
fellows. 

A primary matter of concern at 
all times is, of course, the dollars- 
and-sense one of compensation—rev- 
enue paid to the stations by the net- 


works in return for providing a local 
outlet for network programming. 
Since the beginning of network tv, 
the “standard” amout of compensa- 
tion granted an affiliate has been 30 
per cent of the station’s base hourly 
rate. (About five hours weekly are 
cleared without compensation to pay 
for network lines and feed.) The rate 
involved is determined by each net- 
work for its affiliates, with the deter- 
mination based on formulae includ- 
ing such factors as delivered audience, 
proximity to other affiliates and the 
competitive situation in the market. 
While 30 per ‘eent is the accepted 
figure, compensation can fiuctuate in 
varying degrees. NBC, according to 
director Allen Cooper of the net- 
work’s corporate planning depart- 
ment, generally pays “one-third of 
the top dollar.” ABC, needing clear- 


> 


Jacksonville, Duluth representatives ponder CBS plan 


ances for its programs in a number 
of major two-station markets, will 
pay well above the customary per- 
centage. “In top markets,” said Julius 
Barnathan, “we'll go up to the break- 
even point.” A network rival, per- 
haps understandably concerned with 
ABC’s above-average compensation 
fees to some of its affiliates, noted 
that in three-station markets where 
two of the outlets are firmly locked 
to CBS and NBC, “ABC pays less 
than 30 per cent: the third station 
takes its programming or nothing.” 

Once the hourly rate for the station 
and its share of that rate for compen- 
sation are determined, the affiliate 
may have second thoughts on the ar- 
rangement — particularly if it sees 
another network’s affiliate in the mar- 
ket doing better from a profit view- 


point. Perhaps the station manager 


















begins to question whether or not 
his network is programming proper- 
ly to attract advertisers, or whether 
he couldn’t come out further ahead 
by selling a half-hour of time to a lo- 
cal client—thereby keeping all of the 
hour’s time fee—rather than taking 
a percentage paid by the network. 
And, in the last few years, another 
question of great importance has 
arisen—the matter of how the net- 
works’ participation-type sales plans 
affect their affiliates’ spot sales. This 


and one which can accomplish noth- 
ing for the stations. 

3. The network, as the “selling 
agent” for the stations, is following 
a trend which will result in under- 
cutting the stations’ own spot pricing. 
Meanwhile, new sales formats “put 
the network solidly in spot business 
in competition with the 
themselves.” 

While points two and three are ob- 
viously theoretical, the first is one 
that can be illuminated by the light 


stations 








combined networks and their net pay- 
ments to affiliates. If the percentage 
of increase for the networks’ gross 
time sales in 1958 and 1959 is com- 
pared with the percentage of increase 
for station revenue in those years, it 
appears the affiliates have justifica- 
The network 
gross figure in 1958 was 9.8 per cent 
over that for 1957, and up 10.7 per 
cent the following year; station net 


tion for questioning. 


revenue from the networks in 1958 
was up 10.5 per cent over 1957’s fig- 



















































to both ABC-TV and CBS-TV by 
TELEVISION AGE—in the confirmed be- 
lief that the topics of contention are 
not confined to any one network. 

The situation, in the eyes of the 
affiliates, consisted of three points: 

1. Affiliate compensation from the 
network is declining, while network 
revenue is increasing. 

2. Compensation has declined be- 
cause “in order to meet competition,” 
the network has cut rates by changing 
rate classifications and by various 
contiguity and other sales plans. The 
rate-cutting trend is the same pattern 
followed by the networks in radio, 
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*TvB/LNA-BAR. **FCC. +FCC for 485 stations, 1957; 495 stations, 1958; 502 stations, 1959. 


greater than in the same 1959 period 
and 8.5 per cent above the com- 
parable 1958 payment. An analysis 
of the compensation of individual 
stations in October 1959 vs. October 
1960 reveals that 87 per cent of affili- 
ates had increases in compensation 
over the previous year, with only two 
per cent experiencing compensation 
reductions of ‘10 per cent or more.’ ” 

As it’s known that compensation 
payments that are high in one month 
or one quarter can be low in another, 
TELEVISION AGE presents in- the table 
on this page ‘a comparison of recent 
yearly gross and net figures for the 









problem and several others were re- of fact. In the words of the NBC gure, but then slowed its rate of climb 
* ‘“ . »< ° c : 
cently taken up at length in a memo- _ statement, “The compensation of to 8.3 per cent in 1959. However, it 
: : ‘ , : . ; : ; é 
randum issued by NBC-TV to its most affiliates has been increasing is the networks’ net figures which are 
affiliates. Originally presented by the from year to year. Most recently, the significant in the determination of . 
stations’ board of delegates, the list fourth quarter of 1960, total compen- just who is making the greatest 
° ° ° ° ° ° ° ° e 
of discussion points was submitted sation paid affiliates was 3.1 per cent _strides—and, as can be seen, the per- 
y 
i , . ° oy 
Network and Station Revenue from Time Sales, 1957-1959 
2 2s Se ee ee or a ie SS TS SOS SE | RS Se a a 
network % network % station net % 
gross* increase net** increase from networks+ increase 
1959 $627.3 10.7 $318.3 3.7 $127.5 8.3 
— = ——— ———— 
1958 566.5 9.8 306.7 6.6 117.8 10.5 
— 2 ms ms oe 4 eee Ra aT 
| 1957 316.2 287.7 106.5 
~~ a _ 5 SRG RS TE NG A ST TE OST RORCNRE ESTE S  S a A — 












centage of increase here fell from 6.6 
per cent in 1958 to 3.7 per cent in 
1959. 

CBS.TV, reluctant to comment too 
fully on several points, inasmuch as it 







has an affiliates meeting coming up 
shortly (“and we expect to have to 
answer the same questions in per 








son”), declared with some measure 







of pride that its 1959 compensation 
to its stations was “not far behind the 







combined payments of the other net 





works.” 

In a comparison of gross vs. net 
figures for the past 10 years, one net-¥ 
work found an ever-widening gap as 











the gross rate of increase climbed far 
more steeply than the net rate. “What 
the stations don’t take into considera- 
tion,” said an executive, “is that their 
compensation comes off the top—and 
that they get the same payment all 
year long, in the summer and the 
winter.” 

Discounts, of course, were the ref- 
erence here. In its memo, NBC noted 
that “affiliates receive a fixed share of 
the gross revenue from every network 
sale, regardless of the cost of varying 
discounts and other sales incentives, 
and regardless of increasingly heavy 
program costs which are borne only 
by the network.” The necessity of 
each network to underwrite produc- 
tion costs on the great majority of its 


programs is one of the primary fac- 
tors contributing to a slow-down in 
the network profit picture. Costs can 
be recouped in large measure for 
many programs that are sold to ad- 
vertisers, but the °59-°60 period saw 
a number of high-budget shows of- 
fered to reluctant sponsors at partial 
talent charges or at time costs only. 
While taking losses in such instances, 
a network must continue to invest in 
future product for replacement pro- 
gramming and upcoming seasons. 
The affiliates’ compensation, however, 
is not affected by the networks’ abil- 
ity—or lack of it—to recoup produc- 
tion costs. 

“Many of the reductions in com- 
pensation,” said NBC in explaining 


declines that did occur, “would not 
have taken place had the affiliates in 
question cleared for all business of- 
fered by NBC. Our uncleared bill- 
ings in 1960 amounted to $15 mil- 
lion. The amount of such uncleared 
business has tended to increase over 
the years, and this poses a serious 
problem to the network. Whereas the 
affiliate, in not clearing for these net- 
work orders, is generally getting com- 
parable or greater revenue from other 
programming in the particular time 
period, the network is deprived of 
income from sales it has accom- 
plished . . . its program ratings and 
the structure of its programming are 
lack of clear- 


(Continued on page 55) 


adversely affected .. . 


ABC-TV president Oliver Treyz joins thoughtful audience of affiliates at recent meet 
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Client’s 
dynamo 


nly a year ago, when Donahue 

& Coe, Inc., moved from one 
side of New York’s Sixth Avenue to 
the other, the staff of 300 walked 
across the street together —a 600- 
legged, hydra-headed, tornado-shaped 
legal entity that shuffled out from un- 


Teamwork, timing 


trigger Donahue & Coe, 


New York’s der the marquee of Radio City Music 

* Hall, forded the north-flowing traffic 
fastest-growing and rested on the undulating sea- 
agency beach mosaic of the new Time & Life 


Building before entering the studded, 
strong-box elevators, thus to be safely 
deposited in the company’s new lair 
on the 15th and 16th floors. 

Apart from being smart publicity, 
the move was practical and symbolic. 
It climaxed what can be called a 
“quiet revolution” in the agency’s 
size, outlook, make-up, manpower 


travel, foods 


entertainment 





alist 





] 


. 
beverages 


and account mix. 

Lest outside critics, professional 
sentimentalists or the agency’s own 
alumni and bellwether clients become 
alarmed that tradition was abandoned 
when the company forsook its head- 
quarters in the old RKO Building, it 
should be noted that during the 
march to the new offices a secretary 
as thoughtful as she is beautiful was 
seen carrying a battered film canister 
in which was contrabanded approxi- 
mately one-eighth of the company’s 
new image and two-thirds of its total 
history. 

These fractions are explained by 
the fact that, for two of the agency’s 
three decades of existence, the name 
of Donahue & Coe was equated with 
motion-picture advertising; in some 
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years as much as four-fifths of the 
agency's gross billings came from the 
silver screen. But in the last decade 
the agency, through a series of re- 
markably astute maneuvers and mer- 
gers, hard work, good work and sales- 
manship, has had a_ phenomenal 
growth which has reduced the movie 
accounts to an eighth of the total bill- 
ings. 

Because the agency chose to over- 
come the sometimes _ restrictive 
“movie image” not by banishing the 
movie accounts (MGM, the agency’s 
founding account, is among those still 
under the roof) but by dwarfing them 
with new business in an aggressive 
expansion program, the “movie 
image” was the more difficult to exor- 
cise. In a business that thrives on 


symbols and semantics, the “Andy 
Hardy” image tarried, often with an 
ungentle assist from agencies compet- 
ing for the same new business. 





As one of D&C’s top executives 
a man easily identified by his sense 
of humor—phrased it, “for a while 
it was rough, but we’ve always been 
growing. You know, the other agen- 
cies would get in the closet with a 
prospective client and say, “Sure, 
Donahue & Coe’s fine—if you want a 
movie agency. But you’ve got some- 
thing else to sell...’ ” 

Well over a decade ago, before tele- 
vision had begun to make inroads on 
the movies, D&C, under the direction 
of its farsighted founder, Ed Churchill 
(president from 1931 to 1957 and 
now chairman of the board), was 





staffing up with an eye to cross-pol- 
lenation of personnel and diversifica- 
tion of accounts. 

A trade report printed in 1947 said 
that “three big names” were being 
added to Donahue & Coe, “the New 
York agency well-known for its 
motion - picture accounts.” A _ vice 
president was quoted as denying that 
the addition was a move to diversi- 
fication, but was rather a long-range 
plan for strengthening the agency. 

Long-range? In the past decade, 
D&C succeeded so well and rapidly in 
diversifying and increasing its bill- 
ings that executives of the agency 
lose track of the growth ratio. One 
said the company had doubled its 
billings in the past 16 years, whereas 


(Continued on page 42) 
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A= situation exists between 
daytime and nighttime television 
just now in that lowered buying re- 
strictions in each are causing an ever- 
growing number of advertisers to use 
network programming. However, a 
major distinction is evident: where 
a great number of nighttime sponsors 
can mean rising profits to the net- 
work, a larger number of daytime 
advertisers does not similarly have to 
mean greatly increased profits. And, 
in most instances, it doesn’t. 

Anyone can see what has happened 
to daytime merely by quickly check- 
ing the figures supplied TELEVISION 
AGE by the A. C. Nielsen Co. in chart 
1. The year 1959 is a good place to 
start, a banner year for daytime— 
heightened expenditures going into 
ABC-TV’s brand-new “Operation 
Daybreak,” CBS-TV reporting 116 of 
a total 130 quarter-hours sold out, a 
tight nighttime picture forcing some 
daytime buying, and Nielsen noting 
from its January-February NTI that 
874 quarter-hours were sponsored by 
54 different advertisers for an aver- 
age of 16.2 segments per sponsor. 


Daytime perks up 


One year later, as the country 
moved deeper into the recession, only 
four additional advertisers had 
moved into daytime; schedule reduc- 
tions by those using the medium had 
dropped the number of sponsored 
segments to 725, with the average- 
per-sponsor declining to 12.5. 

The picture this year obviously had 
to be brighter: the number of adver- 
tisers in daytime—a figure which had 
been creeping upward slowly from 48 
in 1958 to 54 in 1959 to 58 in 1960— 
leaped ahead to total 72 in 1961. 
Still, while there appeared many more 
sponsors, the fact that each was con- 
fining himself to minuscule buys was 
evident in that only 785 quarter- 
hour segments were picked up for 
advertising messages. Once again a 
decline in the average number of 
segments per sponsor had to result, 
and the figure dropped to 10.9. 

In addition to a growth in the 
corps of daylight advertisers, the 
networks’ gross day billings will show 
an upward curve this year that will 
probably be more pronounced than 
last year’s. The simple reason? In 





1. Number Sponsors, Sponsored Segments Up; Average Down 





Number Number Average 
Sponsors Spons. Y-hrs. Per Sponsor 

















rae 72 785 10.9 
NE ia ied a a ha 58 725 12.5 
ee EE 54 874 16.2 
a eee ae 48 545 11.4 


*A. C. Nielsen Co., Jan.-Feb. 9 a.m.-4 p.m., does not include Presidential In- 
auguration three-network telecast of 13 hours sponsored daytime tv. . 





Gross sales volume climbs 











Edward Bleier 
ABC V. P. Daytime Sales 





James G. Hergen 
NBC Director Day Sales 





Joseph Curl 
CBS Daytime Sales Mgr. 
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as advertisers find new values in morning-afternoon shows 























2. Number Sponsored Daytime Quarter-Hours 

1961 1960 1959 
9am-12n 12n-4pm 9am-12n 12n-4pm 9am-12n 12n-4pm 
a eee Pee 15.0 4.0 20.0 12.0 40.0 24.0 
General Foods ..... 3.3 11.6 — 19.2 73.9 
General Mills ...... 6.3 12.3 6.0 12.0 7.2 18.3 
S. CC. Fenettee -.. : 11.0 7.0 —_— 1.0 4.0 
SE on: a'0ins sceptics _ 4.0 a 4.0 8.0 
Lever Bros. ch eae 21.0 35.0 21.0 59.9 26.0 41.7 
Miles Labs ........ 8.0 8.0 6.0 4.0 8.0 
Procter & Gamble . . — 92.0 — 92.0 6.0 129.0 
ME: inns binaen —_— — —_ 3.0 — 
Mee eye 11.0 17.6 6.0 19.0 6.0 11.0 
A res ty: > 75.6 191.5 59.0 230.8 93.2 317.9 
"Source: NTI; Jan-Feb. cach year. 








1960, according to LNA-TvB, day 
billings rose 3.8 per cent to $210.8 
million from $203.1 million in 1959 
—and this occurred during a time 
when Nielsen’s data (for two im- 
portant months only) showed a severe 
decline in the number of sponsored 
segments. This year, with an increase 
of about eight per cent for the period 
in purchased quarter-hours, it’s fairly 
safe to predict a similar billings 
boost. 

Where daytime would be if its 
average segments-per-sponsor figure 
of 1959 (16.2) were valid currently 
in the 
medium—is almost beyond even the 


—when 72 advertisers are 
wildest imaginings of the network 
sales departments, but the ever-in- 
creasing cost factors of television 
mitigate against the sponsor who 


wants to increase measurably his tv 
schedule. Not that daytime cost fac- 
tors have soared out of proportion to 
Indeed, daytime 
viewing has continued upward, add- 
ing a few more minutes per day dur- 


value received. 


ing the last year. February 1961, 
TvB reports, marked an all-time rec- 
ord for viewing, with the biggest 
gain taking place in daytime, where 
all periods showed increases. Still, as 
is the case with any high-ticket item 
that is in declining demand, the net- 
works had to find ways to make their 
properties more desirable to adver- 
tisers. Mere price-cutting was not the 
answer; that might make the medium 
appear to have been overpriced to be- 
gin with. One solution was a rash of 
new discounts and selling plans that 


lowered the cost of daytime television 


considerably and opened the doors to 
the smaller advertiser. It was the 
same technique successfully followed 
in nighttime tv — first with shared 
sponsorship, then participations, spot 
carriers and an amalgam of frequen- 
cy and contiguity discounts. 

An immediate result was the fore- 
mentioned one—a sudden increase 
in the number of daytime clients. 
Another one was a pick-up in the 
number of sponsored morning seg- 
ments, although in the period sur- 
veyed by Nielsen, the re-entry this 
year of ABC-TV into morning pro- 
gramming probably had as much to 
to with the increase as did the other 
networks’ sales plans. A look at chart 
2 reveals, however, the unhappy fact 
that most of 10 highly important day- 


(Continued on page 65) 
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Mechanized buy? 








TIMEBUYER At Young & Rubicam, where a computer 


i was not too long ago that writers 
of science fiction could people 
their stories with machines instead 
of men, confident that their readers 
would know these all-powerful robots 
for what they were—figments of the 
author’s imagination, or at least in- 














habitants of a distant future. Now, 
with the accelerated evolution of the 








electronic computer, many people 
dolefully predict that robots have 
come to stay, and man will soon be 
































replaced by a machine. 
Computers are sometimes called 
“electronic brains” or “thinking ma- 





chines,” names which encourage the 
tendency to overdramatize their abil- 
ities. Particularly when a computer 
invades a field usually thought of as 
creative, people begin to wonder just 
how well this “thinking machine” can 
think. 

When Young & Rubicam, Inc., in- 
stalled an advanced electronic-com- 
puter system a year ago, it started 
other agencies speculating on the con- 
sequences of automation, especially 
in the area of timebuying, where 
media men pride themselves on crea- 
tive decisions. From this speculation 
has grown a picture of a media de- 
partment populated with machines 
where “buying by numbers” is the 
norm as a lone timebuyer pushes a 
button for answers to any buying 
situation. 

It is difficult to do more than theo- 
rize what the final possibilities of a 
computerized agency would be like, 
but according to George Farrand, 





30 April 17, 1961, Television Age 


th 


the 
sa 


ing 


e0- 
fa 
ke, 
nd, 





Y&R’s treasurer, it is unlikely that 
the timebuyer will be routed by the 
machine’s “superior” intelligence. 
The real flaw in this picture of a 
mechanized agency is that a computer 
can’t really think at all, at least not 
in the sense that a man can. In prac- 
tice the machine is as dramatic as 
the multiplication table. It is a highly 
complex electronic system which can 
do advanced arithmetic, compare 
data, print at a high speed and make 
yes-and-no choices from offered data. 
The benefit to Y&R, as to any com- 
pany, is not that the computer can 
take over creative decisions, but that 
it will use its incredible speed and 
accuracy to relieve many departments 
of the detail work which hinders the 
progress of higher-level planning and 
decisions. 

The process of readying an elec- 
tronic computer for effective use is a 
slow one, cautioned Mr. Farrand. All 
operations in a department must be 
reduced to a code made up of the 
computer's “language” before the ma- 
chine can begin to tackle any prob- 
lem. This breaking down of facts and 
figures, or “programming,” can take 
days or months, depending upon the 
complexity of the problem. The first 
two months of the computer’s stay 
at Y&R were spent programming and 
testing data for its initial use in the 
accounting department. 

Because of the complicated pro- 
gramming, testing and “de-bugging” 
needed for each step in the working 
of the computer, Y&R mapped out a 


thinks big and fast, electronic equipment aids advertiser 


plan for its use made up of three 
stages, each of which must be com- 
pletely organized and finished before 
the next can begin. The computer was 
purchased primarily for accounting 
and media documentation. The 
agency's first stage called for the 
transfer to the computer of all 32 
accounting operations, which up un- 
til then were processed on punch- 
card tabulating machines. It now has 
stored in the computer all informa- 
tion on spot tv, radio and newspaper 
billing and paying, as well as such 
in-company accounting as payroll 
and taxes. 


On to the Second Phase 


After a full year’s successful adap- 
tation of the computer for account- 
ing functions, Y&R is ready to go 
into its second phase—relieving the 
media department of the details in 
its busiest sections. The agency is 
now in the process of programming 
media statistical analyses, the first 
step to the computer’s efficient use 
in such areas as estimating schedules 
and printing contracts. In this second 
stage, for example, all information 
in Standard Rate & Data volumes will 
be put onto a spool of tape ready to 
be tapped for any fact or figure com- 
plete with necessary computations. 

In each of these stages the com- 
puter can be used only when there is 
enough data to make it practical. The 
extent of programming involved and 
the frequency of use has to be taken 


into consideration, as it obviously 





wouldn’t be worth-while to spend 
months programming for a process 
which is used only once. As of now, 
spot tv rather than network, and 
newspapers rather than magazines, 
are two areas where the amount of 
data available would represent a real 


saving in time and money when it 
is mechanized. 

When all media documentation has 
been fed into the computer, the time- 
buyer will still not be in a position 
just to push a button. In the first 
place, the entire computer system is 
basically a function of the account- 
ing department. “The machines will 
be in a sense a service function for 
media, so that a buyer can refer to 
the accounting rather than the statis- 
tical department for information 
from the computer,” said Mr. Far- 
rand. Timebuyers will not be trained 
in the actual operation of the com- 
puter system, but will have to be edu- 
cated in the concept of it, so that its 
capabilities as well as its limitations 
are clearly defined. 

The value of the computer system 
to the media department is most 
noticeable in areas where the same 
problems constantly come up, such 
as in spot tv billing, or in an area 
where the process is highly complex 
or requires a great deal of computa- 
tion. For example, the machine could 
project the benefit of buying more 
than a certain number of spots for 
greater audience reach and a possi- 
ble discount. 

(Continued on page 66) 
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Sticking with tv 





Instant-Grip uses medium in hit-and-run technique for instant sales success 





Video glue demonstration . . . 


E of Madison Avenue agency 
blinked in 


surprise. Heads of sophisticated ad- 


creative directors 


vertising managers shook slowly in 
bewilderment. Voices of jaded time 
salesmen murmured unbelievingly, 
“Maybe they’re kidding, maybe it’s 
some kind of joke.” 

The cause of the widespread con- 
cern, naturally, was that commercial 


New 


York’s television screens shortly after 


which began appearing on 
the first of the year—a commercial 
that seemingly defied all the rules, a 
commercial that looked as if it had 
been uncovered in some dusty store- 
room where scripts and props from 
video’s earliest days are kept. 

Here, on the tv sets of worldly- 
wise, hip Gothamites was a pitchman. 
Here, in a day and age when Ogilvy 
backs a deodorant commercial with 
Leonard Bernstein, when Bates con- 
structs complicated cutaways of pain- 
racked heads, when DDB and Y&R 
and BBDO and all the others plan 


and plot, film and edit, test and re- 


search—here was one ordinary-look- 
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ing guy standing behind a table that 
bore a couple of tubes of glue and 
some small blocks of wood. Here he 
was, slightly nervous, saying, “Good 
evening, folks, I’m here to tell you 
about Instant-Grip.” 

And while the agency men and 
time salesmen and ad managers 
blinked in disbelief that this could be 
happening now, in 1961, not only on 
some of the less crowded independ- 
ents in the market but also on the 
three networks’ flagship stations, the 
fellow went ahead and sold his glue. 

He and his boss, Emil Marcus of 
Pittsburgh’s Consolidated Chemical 
Co., Inc., weren’t worried about the 
reaction to the commercial by “pro- 
fessional” viewers. They were confi- 
dent the announcements would sell 
the product in New York as they'd 
sold it in Chicago, Philadelphia, St. 
Louis, Boston and a dozen other 
markets. 

The confidence paid off. Less than 
three months after the campaign be- 
gan, Instant-Grip figures it has “con- 
quered the proverbially tough mar- 
ket—despite the worst winter weather 
in a decade.” Already one competitor 
who never tried tv before is on the 
air, and others reportedly have plans 
to follow similar patterns. 

A few days after the schedules 
started, a young lady in the traffic 
department of a top New York sta- 
tion told this magazine, “Our phone 
has been swamped with calls from 
viewers wanting to know where they 
can buy the stuff. Usually, we never 
hear about sales reactions back in 
this department, but this is driving 
us crazy!” 

Where did Instant-Grip come from? 


(Perhaps more interestingly to some 
television stations, where did it go?) 
What kind of advertiser—newcomer ? 
old-established firm?—moves into 
New York for six and eight weeks of 
up to 60 minutes weekly on six sta- 
tions, and then fades from view? To 
answer these and other questions that 
have caused comment and wonder in 
advertising circles, TELEVISION AGE 
presents the story of an “instant suc- 
cess” that was nine years in the mak- 
ing. 

It was that long ago that one Emil 
Marcus stopped to watch a demon- 





. makes new brand stand out 


strator showing the merits of a self- 
invented glue behind a dime-store 
counter. As captivated by the prod- 
uct’s “instant gripping action” as 
millions who later saw the demon- 
stration on tv, Mr. Marcus purchased 
the rights to the glue from its in- 
ventor and formed Consolidated 
Chemical Co. to produce it. 

individualist 
with a passion for detail,” Mr. Mar- 


Described as “an 


(Continued on page 63) 
















Film Report 


BUT DOES IT PAY? 

The pay-tv pot has begun to simmer 
on the west coast for the first time in 
four years, with broadcast and pro- 
duction interests both ready to jump 
on the bandwagon at a moment's 
notice. Most notable was the demon- 
stration of a new cable system by 
NTA at Glen Glenn Studios in Holly- 
Hawaii Edward Dukoff, 
speaking for a group of industrialists 
and financiers, indicated that a trial 
system would be set up there in con- 
with Telemeter sometime 
within the next year or two. And in 


wood. In 


junction 


Los Angeles reports are that owners 
of one of the independent commercial 
stations have started exploration on 
using present facilities as headquar- 
ters for a parallel tollevision opera- 
tion. 

The first video-tape recording of a 
Broadway musical, simultaneously 
being broadcast live to a subscription- 


tv audience, was completed April 4 


when Reeves Sound Studios Division 
of Reeves Broadcasting & Develop- 
ment Corp. taped Show Girl, Carol 
Channing starrer, as it was telecast to 
Toronto. A coaxial cable carried the 


output of five tv cameras to five video- 
tape recorders at the Reeves studios. 
At the same time, the studio made 
three video-tape recordings of the 
program as it was telecast to the 
Toronto audience. All eight recording 
machines were locked into synchroni- 
zation with a “synch-servo” process. 


PRODUCTION ... 

New series are beginning to roll off 
the production lots into the network 
line-ups: Television Enterprises Corp. 
(TEC) announces a new series to star 
Mahalia Jackson, the gospel singer, 
Mahalia Jackson Sings. The show wiil 
feature a guest star on each program, 
but the guest will drop his or her 
usual specialty and “perform in the 
spirit of the program.” Irving Town- 





FILM SUCCESS .............. 


GEA S ori femons Capodimonti 
ceramics can be made only 
in Italy, but they’re making Progres- 


English muffin 
over Philadelphia now.” 


so-style pizzas all 

This ex- 
clamation, taken from the lips of a 
food-chain executive, is not as occult 
as it may appear to be. The man is 
referring to the success which Pro- 
eresso Foods has had with its com- 
mercial sponsorship of Ziv-UA’s ty 
series, Lock Up. 

Not only has the 50-year-old food 
company been able to establish its 
products on the edge of the shelves 
in a giant supermarket chain, but 
other sales in the area are up more 
than 14 per cent. 

In sponsoring Lock Up, the adver- 
tising aim of Progresso was to blend 
the quality of its “authentic” prod- 
uct line—pizza sauce, pure olive oil 
among others—with story qualities 
and clear characterizations, as well 
as top ratings. Lock Up, according 
to spokesmen of the company and 
its advertising agency, Carlo Vinti 





Advertising, Inc., has done the job 


and then some. Progresso Foods, a 
division of the Uddo & Taormina 
Corp., has grown rapidly from a 
“provincial line” to a staple of the 
U. S. shopping cart. 

Lock Up, starring MacDonald 
Carry as a true-life lawyer dedicated 
to securing justice for the victims 
of persecution by circumstantial evi- 
dence, is currently in its second year 
of syndication in nearly 200 markets. 


send will be producer. 

MGM.-TV, which already has The 
Asphalt Jungle on ABC-TV, and will 
have Dr. Kildare on NBC-TV, is head- 
ing for a network sweep with Father 
of the Bride, which will debut on 
CBS-TV Sept. 29. Kildare and Cain’s 
100 will be co-produced with NBC-TV. 

Some Like It Hot, a half-hour based 
on the motion picture, will be pre- 
sented in prime time by NBC-TV. The 
series is being produced by Mirisch 
Video in association with Ziv-UA, 
with filming at Goldwyn Studios, 
Hollywood. Walter Mirisch will be 
executive producer; Walter Grauman, 
producer-director. 

Portofino, an adventure-drama 
series employing Italian Riviera back- 
drops, will be produced by NBC-TV. 
Howard Erskine will 
Bruce Geller will write it. The basic 
plot, which deals with an allegedly 
adventuresome trio, with show-girls 


produce it; 


and song-and-dance acts, sounds some- 
thing like the series being produced 
abroad by Alan Jay Lerner, Harry’s 
Girls. A trend to such steamer-trunk 
epics may be in the making. 

Official Films is assembling a series 
of half-hour documentaries on Africa, 
each to deal with either a newly in- 
dependent state or a state in which 
current crises have occurred. Among 
the countries being covered in shows 
now being produced are: Nigeria, 
Republic of Congo, French Congo, 
Ethiopia, Guinea, Sierra Leone, Li- 
beria, Dutch Netherlands and Dutch 
Guinea, Angola, Tanganyika, Kenya, 
Morocco and Mauritania. The films 
Alex- 


Alexander 


will be produced by William 
ander and narrated by 
Scourby. Russ Raycroft, vice presi- 
dent of Official, said the shows would 
be produced and offered for sale on a 
one-a-month basis. “The series repre- 
sents a departure for Official,” he said, 
“but we feel the American audience 
authenthic 
grams concerning Africa, a country 


wants informative pro- 
whose fate is so peculiarly tied to our 
own.” 

Also in the fall, The Bob Cummings 
Show, a weekly comedy series with the 


star as a pilot-adventurer, will appear 
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in prime evening time on CBS-TV-. 
Mr. Cummings will get around in two 
aircraft—an aerocar (a plane that 
converts from a car to a single-engine 
plane) and a twin-engine plane for 
longer leaps. Professedly, he will do 
anything that isn’t “illegal, immoral 
or underpaid” in his weekly search 
for trouble. The pilot show was pro- 
duced by William Frye for Revue 
Productions, and directed by Herschel 
Daugherty. Roland Kibbee had the 
basic idea and wrote the first script. 

Story Book Village will be the first 
series to be produced by TV Talent 
Associates, with 26 half-hour episodes 
planned. Starring Marcia Drake, pro- 
duction will get under way in May in 
Fresno and at Skelton Studios in 
Hollywood. . . . Filming on The 
Witch’s Tales pilot, based on the for- 
mer radio serial, has gotten under way 
in London. Partnered in the venture 
are agent-packager Mitchell J. Hamil- 
burg and Guy Thayer Jr., former vice 
president of Gross-Krasne, Inc. 

Pilot of /t’s Only Money, satirical 
comedy starring Dayton Allen, Dave 
Ketchum and Evi Allen, has been com- 
pleted by producer Alan Sandler. . . . 
International Star Films, headed by 
Ivan Nagy and Frank Gardonyi, has 
been formed to film a series of weekly 
interviews with Hollywood personali- 
ties for European distribution by 
Eurovision. 

Walt Disney Productions has been 
picked to produce the new series of 
science specials for the Bell Tele- 
phone Co. next year. Previously 
Frank Capra and Warner Bros. had 
each made four of the films. Disney 
is also experimenting with a new 
animation process, Xerox, developed 
by Haloid Xerox, Inc., of Rochester, 
N.Y., and will use the method in 
some of the programs in Walt Dis- 
ney's Wonderful World of Color, to 
be seen on NBC-TV. 

MGM and the Kalvar Corp. have 
formed a new joint-owned corpora- 
tion to develop a revolutionary pho- 
tographic film, to be made available 
to both the commercial and amateur 
fields. The film needs no chemical 
development, the image being devel- 
oped by heating the negative. Ac- 
cording to Alfred Jay Moran, presi- 
dent of Kalvar, the film combines the 











advantages of present photographic 
film and tv tape. 

Two commercial production com- 
panies, Parapic Service Corp., and 
Que Recording Co., have moved into 
new, expanded facilities. Parapic, 
formed by veteran producer Jim 
Chapin last June, has relocated at 
Producers Studio, Inc. (formerly 
California Studios.) Que Recording 
Co. has leased an adjacent sound 
stage, 55x125, on Melrose Ave., and 
now offers complete production serv- 
ices, from storyboard to final answer 
print. 


AWARDS... 

“Golden Globe” awards, made an- 
nually by the Hollywood Foreign 
Press Association, have gone to the 
following programs and producers: 
Hanna-Barbera Productions, for 
progress on international tv in car- 
toons; Perry Mason, for interest and 
consistency in continuing perform- 
ances; The Bell Telephone Hour, for 
contributions to culture and interna- 
tional artistry; Hong Kong, for out- 
standing merit in the adventure field; 
The Twentieth Century, for brilliant 
depiction of memorable events. 


SALES... 

For a purchase price of $6.4 million, 
Seven Arts Productions has purchased 
88 post-’48 20th Century-Fox feature 
films. Seven Arts obtains all world 
and U. S. theatrical and tv rights to 
the package. The company purchased 
122 of the Fox post-’48 inventory last 
fall for close to $11 million. NBC 
purchased 30 to be broadcast in Satur- 
day prime time beginning next fall. 

The Warner Bros. “Films of the 
30s” package, distributed by Seven 
Arts, has been sold into its 62nd mar- 
ket (Detroit). Twenty-six of the films 
are in color. .. . The Daily Telenews 
newsfilm service has been bought by 
three new clients: wrvp-Tv Decatur; 
TV Espanola, Madrid, and Veee- 
Vision, Caracas. . . . Screen Gems, 
which has put The Web into syndica- 
tion, made the first sale to WNBC-TV 
New York. In two showings the half- 
hour suspense drama was pulling 
Arbitron ratings higher than those 
gained by the network show in the 
same time period. Sales of the show 


outside New York have begun. 

Banks and banking services now 
account for $2 million of Ziv-UA’s 
sales revenue from syndication, mak- 
ing that category of sponsor the 
fastest-growing for the company. . . . 
The Dick Tracy Show, 130 five-minute 
animated cartoons distributed by Tele- 
vision Personalities, Inc., was sold to 
15 major markets in less than two 
weeks on the auction block. . . . Ziv- 
UA, whose series are now on view in 
93 per cent of the 269 U. S. markets, 
ascribes the possible record to its sell- 
ing trio, Sea Hunt, Lock Up and 
Miami Undercover. The company is 
cooking up another called King of 
Diamonds, starring Broderick Craw- 
ford, who led Highway Patrol to rec- 
ord ratings. 

MCA TV Film Syndication Divi- 
sion is offering local stations first 
crack at re-runs of four full-hour, 
first-run series, in contrast to the usual 
practice of offering the shows first to 
the network for re-telecasting in day- 
time or summer periods. The shows, 
Riverboat, Suspicion, Cimarron City 
and Overland Trail, totaling 108 
hours, have already been sold in over 
20 markets, and are priced “realisti- 
cally,” according to a spokesman. The 
company has also put Staccato,-a half- 
hour show, up for local sale. 

Mattell Toys, Inc. (Carson-Robert, 
Inc., Los Angeles), has purchased a 
new series of animated color cartoon 
programs for ABC-TV telecasting, be- 
ginning in January 1962. The series, 
production of which is budgeted at $2 
million, will be turned out by TAPC 
and Snowball, Inc., headed by Bruce 
Eells and A. R. C. Stone. It will be 
based on nationally known comic- 
book characters created by Bob Clam- 
pett, who has such previous creations 
as Beany Boy and Cecil the Seasick 
Serpent to his credit. 

Believe It Or Not, a five-minute 
dramatized film series based on the 
famed Ripley newspaper strip, is at 
the $100,000 mark in Canada. The 
distributor, Major Programs, Inc., is 
preparing a sales assault on England, 
Japan and South America. 

Alvin and the Chipmunks, created 
by Ross Bagdasarian and produced by 
Format Films, has been set by CBS- 
TV for the 7:30-8 p.m. Wednesday 





slot, General Foods picking up alter- 
nate sponsorship. The program con- 
sists of three segments, one of which 
will be devoted to Alvin. Each of the 
other two will feature its own running 
character. 

NBC-TV has purchased the Donny 
Dru half-hour comedy series, featur- 
ing eight-year-old Scott Lane, from 
Screen Gems. Storyline revolves about 
the boy as he imagines himself in 
various heroic roles, playing, in effect, 
a junior-size Walter Mitty. 

NTA’s Play of the Week has been 
renewed for the second year in 10 
major markets. Referring to the many 
early renewals, Berne Tabakin, vice 
president in charge of sales, called 
attention to the fact that there was 
no clearly definable pattern as to the 
size of the communities or their loca- 
tion. He said this “disproves the old 
bromide that big cities have an op- 
tion on culture.” The show will also 
appear for the first time in six other 
new markets, making a total of 72. 

MCA-TV’s four full-hour syndica- 
tion programs have reached a total 
of 20 sales. Newest markets, not pre- 
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PELICAN FILMS, INC., New York — 


viously reported, which have pur- 
chased the programs include WISN-TV 
Milwaukee, wcecco-tv Minneapolis, 
wepo-Tvy Cincinnati, WOAI-TV San 
Antonio, wFsBc-Tvy Greenville, KTSM- 
tv El Paso and WNEM-TV Saginaw- 
Bay City. 

All 13 stations that have bought 
post-48 feature films from Screen 
Gems will have a crack at On the 
Waterfront, but on a delayed basis, 
with earliest telecasting in 1963. 


FINANCIAL ... 

Music Corp. of America reported 
retained earnings of $26,022,402, up 
25 per cent over the previous year, in 
its financial report to stockholders 
dated Dec. 31, 1960. Gross from the 
television division—space rented out 
at the Ul-Revue Studio, and licensing 
of tv series and feature films—in- 
creased from $48,163,378 in 1959 to 
$57,593,078. Total assets are listed at 
$74,068,548, with a working capital 
of $15,368,140. 

Net earnings of $559,677, compared 
with $488,085 for the same period last 
year, have been reported by Republic 
Corp. for the first quarter of fiscal 
1961. The increase was achieved 
through new economy measures, since 
gross sales were down from $7,205,- 
710 to $7,094,067. Working capital 
climbed $1,216,155 to $7,281,283. 
PERSONNEL ... 

Hollywood Television Service, sub- 
sidiary of Republic Corp., has named 
David Bloom to succeed Earl Collins, 
who resigned last month, as manager 
of tv sales. Mr. Bloom had previously 
been director of the syndication divi- 
sion. . . . David S. Garber, former 
general manager of Kling Studios and 


U-I, has been named studio manager 
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by KtTv Los Angeles, which has inde- 
pendent production facilities that are 
operated as a rental lot. . . . Reuben 
Bercovitch, an executive with Wm. 
Morris Agency for the past 10 years, 
has resigned to open his own tv and 
motion-picture packaging company in 
Beverly Hills. 

Cornwell Jackson, for 15 years vice 
president and manager of the Los 
Angeles office of J. Walter Thompson, 
has been appointed chairman of the 
executive committee for the second 
international assembly of the Academy 
of Television Arts and Sciences. The 
assembly is scheduled to take place in 
Los Angeles in 1962. 

Leo M. Blancke and Donald S. 
Stralem, directors of Columbia Pic- 
tures Corp., have been elected to the 
board of directors of Screen Gems, 
the Columbia subsidiary. Leo Lerner 
was elected assistant treasurer of the 
parent company, Arthur Peckoff as- 
. - Kirk Torney, 
formerly managing director of CBS, 
Ltd., London, has joined Seven Arts 


sistant secretary. . 


Associated as director of station repre- 
sentative sales. 

William L. Clark has resigned as 
vice president and director of the 
western division of ABC Films, Inc., 
to join Peter M. Rodeck & Co., Inc., 
as vice president in charge of western 
operations and sales. He will be based 
in Los Angeles, and his work will 
initially be concerned with sales and 
distribution of Age of Kings, recently 
aha. 
Miller has joined the western sales 


acquired by the company. 


division of Independent Television 
Corp. (ITC). 

Ben Elrod was appointed south- 
west account executive of Seven Arts 
Associated. . . . Howard Jaffe was 
named editorial assistant to William 
Dozier, vice president in charge of 
west-coast activities of Screen Gems. 
.. + John F. Tobin has joined the sales 
staff of ABC Films, Inc. 

Peter Robinson has joined CBS-TV 


as associated director, program devel- 





UNITED FILM LABS, INC. 


Complete 35mm, |6mm & 8mm 
Black and White Processing. 
Color Printing. 
8mm Magnetic Sound. 
6314 Santa Monica Bivd. 
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opment, Hollywood. He replaces Bruce 
Lansbury, who was recently named to 
the newly created post of director of 
daytime programs, in Hollywood. . ... 

Format Films has increased its staff 
from 15 to 102 employes during its 
18 months of operation. 

The Screen Actors Guild has ap- 
pointed Conrad Nagel to the newly 
established office of fourth vice presi- 
dent. Mr. Nagel will headquarter in 
New York, giving SAG a permanent 
high-ranking representative on the 
east coast. ; 

Paul Rotha has been named Euro- 
pean representative of the Hollywood 
Motion-Picture and Ty Museum. Mr. 
Rotha is a veteran producer, director 
and writer, as well as past president 
of the British Film Academy. 


STURM STEAMS AHEAD 

Harold Hackett and Ray Junkin, 
principals of Program Sales, Inc., 
have purchased controlling interest 
(better than 50 per cent) of Bill Sturm 
Studios, Inc., producer of animated 
and live tv commercials. 

The company, to be reorganized 
and expanded (and to be known 
henceforth as Sturm Studios, Inc.) 
will, in addition to continuing in live 
and animated commercials production, 
extend into live and cartoon tv pro- 
gramming. Also, according to Mr. 
Hackett, it will enter into other areas, 
such as network and syndication sales, 
as well as the acquisition of various 
packages of promise. 

Under _ the 
Hackett becomes president of the new 
company; Mr. Junkin, who had been 
executive vice president of Programs 


reorganization, Mr. 





Sales, becomes executive vice presi- 
dent; William Sturm, founder of the 
studios 12 years ago, becomes vice 
president; Orestes Calpini has been 
named secretary, and George Richfield 
has been appointed treasurer. 
Program Sales, Inc., becomes a 
under the 
Sturm umbrella, according to Mr. 


Hackett. 


secondary corporation 


COMMERCIAL CUES... 

Red Skelton Studios has become the 
first studio to sign an exclusive con- 
tract with IATSE covering all phases 
of tv tape operation. Other vtr pro- 
ducers have contracts with both 
IATSE and NABET.. . . Charles A. 
Nichols, for the past 26 years with 
Walt 


Hanna-Barbera Productions as direc- 


Disney Studios, has 


joined 


tor on several of the company’s car- 
toon series. .. . Jay Ward Productions 
has signed an additional 10 animators 
to handle the expanded work load. 
They are: Al Shean, Adrienne Dia- 
mond, Sam Clayberger, Shirley Silvey, 
Roy Morita, Art Diamond, Al Wilson, 
Gerald Baldwin, Sam Hiltz and Judy 
Drake. 

Some color on the sets: MGM-TV’s 
commercial and industrial division is 
producing four color films for East- 
man Kodak to be used on The Ed 
Sullivan Show and Ozzie and Harriet. 
. .. Skelton Studios has been retained 
by RCA Victor through Grey Adver- 
tising to produce a one-minute tele- 
vision commercial on color tape on 
behalf of a new album by trumpeter 
Al Hirt. 

Television Artists & 
Corp. (TAPC) and Snowball, Inc., 


Pre »ducers 


ALITY 


CHICAGO 


Wilding tu. 


DETROIT HOLLYWOOD 
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cartoon producers, have signed a con- 
tract under which Snowball will pro- 
duce 156 fully animated color cartoon 
programs, to be shown on ABC-TV in 
January 1962 (see Production). 

Jack Denove Productions has com- 
pleted production of a second series 
of tv commercials for Campbell’s New 
Barbecue Beans. The commercials, 
agencied by Needham, Louis & Bror- 
by, Inc., make use of a quasi-docu- 
mentary, realistic opening scene, such 
as cowboys in a line shack, to lend 
believability to the appetite claims. 

“P.J.,” a cartoon character who has 
become well-known in Washington 
State where he performs for Fidelity 
Savings & Loan, may be made into a 
series for national distribution, ac- 
cording to Earl Klein, president of 
Animation, Inc., who developed the 
character. 

Jack Denove Productions is pro- 
ducing a series of spots for Pacific 
Telephone & Telegraph in which, for 
example, a trained squirrel is photo- 
graphed in the act of eating a tele- 
phone cable. 

Videotape Productions of New York 
produced four commercials at three 
different locations in less than a week, 
using mobile truck equipment of 
TeleTape Productions of Chicago. 
Liggett & Myers and Chemical Bank 
New York Trust Co. were the adver- 
tisers. 

Paul Kasander was appointed na- 
tional sales director of Animation 
Center, the newly expanded commer- 
cial facility of Felix the Cat Creations, 
Inc. Mr. Kasander was previously 
director of the national sales division 
of wntA-Tv New York. .. . Don Estey, 
former president of Tel National, Inc., 
recording company, has joined Jack 
Denove Productions, Inc., as vice 
president and producer. 

Frank Stephan has been appointed 
vice president in charge of national 
sales at Van Praag Productions. . 
Joseph A. Fiorelli has joined the staff 
of On Film, Inc., as a producer. Mr. 
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PATHE’S FABULOUS STUDIO 7A, for the BIG 
SOUND in Scoring Music to everything from 
10 sec. SPOTS to FEATURE FILMS. One 
Musician or 100. 16 and 35mm projection. 
PATHE SOUND SERVICES. INC. 


105 E. 106th St., New York 29, N. Y. 
EN 9-4040, TR 6-1120 























Fiorelli has a rich background in art 
and art production, as well as art edu- 
cation. Also at On Film, Inc., Norton 
T. Gretzler has been appointed tele- 
vision commercial coordinator. 

Marshall Stone has joined Filmex 
as production manager and director. 
An expert at high-fashion studio tech- 
nique and in solving problem demon- 
strations and complicated remotes, 
Mr. Stone has received the Robert E. 
Sherwood Award for direction of The 
Open Mind, and an Emmy for the 
direction of Shariland. He received 
two firsts in the 1960 Commercials 
Festival. 


Film Commercials 


AMERICAN FILM PRODUCERS 
Completed: GM Corp., Frigidaire Div. (ap- 
pliances), D-F-S; Nestle Co. (Nestle’s 
Quik), M-E; Westinghouse Electric Corp. 
(Eye Saving Bulbs), M-E 

In production: Westinghouse Electric Corp. 
(appliances) , M-E. 


DOLPHIN PRODUCTIONS, NY 
Completed: Rose-X Chemical Co. (Rose-X), 
Chalek & Dreyer; M. Hohner (Melodica), 
Smith & Dorian; Quaker Oats Co. (Puss-n- 
Boots), Lynn Baker. 

In production: Rose-X Chemical Co. (Rose- 
X), Chalek & Dreyer; Peter Pan (Founda- 
tions), Ben Sackheim. 


DOLPHIN-ROSS 


Completed: wero-tv (Station ID's), direct. 


ELEKTRA FILM 
PRODUCTIONS, INC. 

Completed: Quaker Oats Co. (Puss ’n 
Boots), Spitzer, Mills & Bates: Humble 
Oil & Refining Co. (gas), M-E:; Sandura 
Co. (Sandran), Hicks & Greist: Boyle- 
Midway Co. (Antrol), JWT: Johnson & 
Johnson (Band-Aid), Y&R; General Elec- 
tric Co. (skillet, show opening), Maxon; 
GM, Oldsmobile Div. (cars), Brother: 
U. S. Steel Corp. (institutional), BBDO; 
Radio Corp. of America (tv sets), JWT; 
Nestle Co. (Nescafe, Esty; Coca-Cola Co. 
(soda), M-E; Minnesota Mining & Mfg. 
Co. (Scotch Brite), BBDO. 

In production: Dutch Masters Cigar Co. 
(cigars), EWR&R: Brillo Mfg. Co. (soap 
pads), JWT; Quality Bakers of America 
(Sunbeam bread), direct; Pan-American 
Coffee Bureau (institutional), BBDO; 
Bristol-Myers Co. (Vitalis), DCS&S: New 
York Telephone Co. (Yellow Pages), 
BBDO; Philadelphia-Girard Bank (serv- 
ices), Albert, Frank, Guenther, Law: Wes- 


tinghouse Corp. (bulbs, institutional), 
M-E; El Producto Cigar Co. (cigars), 


Compton; Sperry & Hutchinson Co. (trad- 
ing stamps), SSC&B; American Can Co., 
Dixie Cup Div. (cups), Hicks & Greist: 
P. Lorillard Co. (Kent cigarettes), L&N: 
P. Lorillard Co. (Spring cigarettes), Grey: 
California Oil Co. (Chevron gasoline), 
BBDO; Sun Oil Co. (Sunoco gasoline), 
Esty; General Foods, Post Div. (Grape 
Nuts flakes), B&B. 


FILM FAIR 
Completed: Ralston Purina Co. (Ry-Krisp), 
GB&B; General Foods Corp. (Jell-O), 


Y&R; Bardahl Oil Co. (Bardahl Top oil), 
MMH&H;; Kellogg Co. (Kellogg’s breakfast 
food), Burnett; Frito Co. (Fritos), EWR&R; 
Max Factor & Co. (lipsticks), Carson/ 
Roberts; GM, Delco-Remy Div. (various), 
C-E. 

In production: Blitz Brewing Co. (beer), 
Johnson & Lewis; Western Oil & Fuel Co. 
(gasoline), J. W. Forney; Bank of America 
(Bankamericard), Johnson & Lewis; Mattel 
Toymakers, Inc. (Barbie dolls), Carson/ 
Roberts; Allstate Insurance Co. (insur- 
ance), Burnett; Campbell Co. (beans & 
franks), NL&B; Best Foods (Skippy peanut 
butter), GB&B. 


GRAY & O’REILLY 

In production: Gulf Oil Corp. (gasoline), 
Y&R; White Co. (hams), Delroy; American 
Home Prods., Whitehall Labs. Div. (Dristan 
cough medicine), Tatham-Laird; American 
Home Prods. Whitehall Labs. Div. (Dristan 
Y&R; Block Drug Co. (Nytol), SSC&B; 
Northam-Warren Corp. (Odorono), Elling- 
ton. 


KEITZ & HERNDON 

Completed: Lone Star Gas Co. (gas appli- 
ances), EWR&R. 

In production: Patterson Bakeries (Holsum 
bread) , Rogers & Smith; Frito Co. (Fritos), 
Tracy Locke; Lone Star Gas Co. (Spring 
Range campaign, institutional), EWR&R; 
Carey Salt Co. (salt), Lowe Runkle; Camp- 
bell-Taggart Assoc., Bakeries Inc. (Rainbo- 
Colonial bread), Bel-Art; Humble Oil Co. 
(Humble-Enco gas), M-E; Austin National 
Bank (banking services), Winn-McLane; 
Enco Gasoline (gasoline), NL&B; Hart 
Bowling Alley (bowling), direct; First Na- 
tional Bank in Dallas (banking services), 
Tracy Locke. 


PAUL KIM-LEW GIFFORD 


Completed: Lever Bros. (Handy Andy), 
K&E; General Electric (show opening), 
BBDO; Downyflake Foods (frozen foods), 
Smith/Greenland; Rowntree Candy (Kit 
Kat), JWT; Schwader Bros. (Samsonite 
luggage), Grey; Ford Motor Co. (Mercury 
cars), K&E; National Biscuit Co. (Nabisco 
party snacks), M-E; Campbell Co. (soup), 
BBDO; General Mills (Trix), D-F-S; 
Schaefer Brewing Co. (beer), BBDO; Chase 
& Sanborn (instant coffee), JWT; Ford 
Motor Co. (Falcon), JWT; Topps Chewing 
Gum Inc. (Bazooka), Wexton; Endicott- 
Johnson (shoes), Hicks & Greist. 

In production: U. S. Steel Corp. (inner 
springs), BBDO; General Mills (Posts 40% 
Bran), B&B; Chase & Sanborn (instant 
coffee), JWT; Endicott-Johnson (shoes), 
Hicks & Greist; U. S. Army (Armed Forces 
Day), direct; Warner-Lambert Products 
(Fizzies), Lambert & Feasley. 


PANTOMIME PICTURES 


Completed: Los Angeles Times (circula- 
tion), Donahue & Coe: Plumbing Industry 
(local plumber), David Olen: S. C. John- 
son & Son, Inc. (Stride wax), NL&B. 

In production: State Farm Insurance Co. 
(auto insurance), NL&B; Home Oil Dis- 
tributors, Ltd. (gasoline), Cockfield, 
Brown; Pantomime Pictures, Inc. (“Lance 
Crossfire” animated series), direct. 








Certified Film Storage 
For 500,000,000 Feet! 


BEKINS FILM CENTER 


1025 N. Highland, Hollywood 38 
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PELICAN FILMS, INC. 


In production: East Ohio Gas (gas dryer), 
Ketchum, MacLeod & Grove; Narrangansett 
(beer), DCS&S; Birdseye Foods (beef pie), 
Y&R; Ford Motor Co. (Falcon), JWT: 
Best Foods Co. (Niagara starch), M-E; 
Union Carbide (Eveready), Esty; Crisp Co. 
(Mimi), Wermen & Schorr; R. J. Reynolds 
Co. (Winston), Esty; Jax Brewing Co. (Jax 
beer), DCS&S;: Bristol Myers Co. (Sal 
Hepatica) , Y&R; Post Cereals Co. (Captain 
Crisp), B&B. 


S. J. STIBER PRODUCTIONS 
In production: U. S. Rubber Co. (winter- 
ride tires), FRC&H; U. S. Army (recruit- 


ing), D-F-S 


WILBUR STREECH 
PRODUCTIONS, INC. 
Completed: B. T. Babbitt Co. 
GMM&B; Knomack Co., Inc. 
Scuffcote), Mogul, Williams & Saylor; 
Autocrat Coffee Co. (Autocrat coffee), 
KHCC&A; Lawn Boy Division (Lawn Boy 
Mower & Hobby Gardener), EWR&R; 
George Helm Co. (Snuff), KHCC&A; Grand 
Union Co, (Grand Union stores) , KHCC&A. 
In production: Golden Press, Inc. (Golden 
Dictionary), direct; B. T. Babbitt Co., Inc. 
(Bab-O), GMM&B; Golden Press (institu- 
tional), direct; BC Remedy Co. (BC tablets 
and powders), C. Knox Massey Assoc.; 
Television Bureau of Advertising (Buy 
Brand Names), Wexton; Bell Telephone 
Co. of Canada (Yellow Pages), Spitzer, 
Mills & Bates; Gold Meal Co. (Bonomo’s 


candy), Mogul, Williams & Saylor. 


(Bab-O), 
(Esquire 
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CAMERA EQUIPMENT CO., INC. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
. . « generators . . . film editing equip- 
ment... pr ing quip +. 
RENTALS — SALES — SERVICE 














S. 0. S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street. PLaza 7-0440 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7-2124 
SALES « LEASING « SERVICE 
The world's largest source for film production 
quip t: Animation, Producing, Lighting, 
Processing, Recording, Projection, Etc. 
SEND FOR OUR HUGE CATALOG ON YOUR 
LETTERHEAD TO DEPT. N. 











LIGHTING 











CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 
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NSI SURVEY—GRAND RAPIDS-KALAMAZOO AREA 
October 17-November 13, 1960 


Quarter Hours in Which Stations Deliver Most Homes 





Per Cent of Total 
WKZO-TV|STATION B} WKZO-TV/STATION B 


No. of Quarter Hours 








Mon. thru Fri. 
7:30 a.m.-Noon 55 25 68.7% | 31.3% 
Noon-6 p.m. 70 58 %| 42 % 


Sun. thru Sat. 
6 p.m.-9 p.m. 72 
9 p.m.-Sign off 


85.6%, | 14.4% 
97.3%, | 27% 

















* Samuel Hinds appeared in 159 films, 
more than any other American actor. 


She Pelyer Slations 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC-TRAVERSE CITY 

KOLN-TY — LINCOLN, NEBRASKA 
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BUT... WKZO-TV Results Make You A “Star” 


In Kalamazoo -Grand Rapids! 


Almost every home in the Kalamazoo and Grand Rapids 
market is a “‘theater’’ for WKZO-TV—and this market 
is important to you! 


For example, Kalamazoo alone is predicted to show the 
greatest increase in personal income and retail sales of any 
city in the U.S. between now and 1965. Asa result, 
WKZO-TV’s dominant position is even more important. 
WKZO-TV delivers an average of 103% more homes per 
quarter hour than Station B, Sunday through Saturday, 
1 p.m.-Midnight (NSI—Oct. 17-Nov. 13, 1960)! 


You can sell in Kalamazoo-Grand Rapids and Greater 
Western Michigan with WKZO-TV. And if you want all 
the rest of outstate Michigan worth having, add WWTV, 


Cadillac, to your WKZO-TV schedule. Sources: Sales Management 
Survey of Buying Power, and NSI for Kalamazoo-Grand Rapids. 


WKZO-TV. 


100,000 WATTS © CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 





























































Wall Street Report 


ROUGH TIME FOR NT&T. That 
problems have beset National Theatres 
& Television, Inc., and its affiliate, Na- 
tional Telefilm Associates, over the 
past two years is to understate the 
case. The troubles of both companies 
have been interlocked through stock 
deals, overlapping personalities and 
executives, and they have come to a 
head in recent weeks. At National 
Theatres it arrived with the announce- 
ment at the end of last month that two 
stockholders would seek to elect them- 
selves to the board of the theatre com- 
pany and also demand a full scale 
probe of the company’s financial and 
management affairs. 

At the same time, National Telefilm 
Associates, faced with a first-class 
financial crisis, is seeking to dispose 
of some of its assets—the most notable 
one being WNTA&-TV New York. Ac- 
tually, NT&T’s troubles and those of 
NTA may be indistinguishable, for, in 
attempting to fight their way onto the 
National Theatres’ board, the insur- 
gent stockholders may block any 
move, or at least any hurried move, 
to sell NTA assets. 


BONE OF CONTENTION. The Na- 
tional Theatres proxy fight has been 
launched by Leonard Davis of New 
York, a group-insurance specialist, 
and Philip L. Handsman, an attorney. 
Mr. Davis, who has 1,500 shares, con- 
tends that the present NT&T manage- 
ment has been responsible for a drop 
in the company’s earned surplus from 
$21 million to $8 million in two years. 
The payment of dividends has been 
eliminated, and more than $15 million 
of its theatre properties has been 
sold. 

National Theatres fortunes became 
interlocked with National Telefilms 
back in 1959 when the theatre com- 
pany issued $12 million in debentures 
in exchange for 88 per cent of the tv 
company’s stock. Later this $12- 
million investment by National Thea- 
tres was written down by $7.5 million. 
In 1959 and 1960 National Theatres 
advanced $14 million to NTA, only to 
suffer a loss of $6.2 million on its 





NTA relationship. 

Messrs. Davis and Handsman sug- 
gest in their proxy contest that one of 
the questionable relationships between 
the two companies was that of Bernard 
Cantor. Mr. Cantor, who also heads 
an investment firm, Cantor Fitzgerald, 
was the main architect of the affiia- 
tion of the two firms, and for under- 
writing the $12-million issue Cantor 
Fitzgerald participated in $250,000 in 
commissions, Mr. Davis charges that 
Mr. Cantor has been working both 
sides of the fence. The fact that Mr. 
Cantor, even within the management 
team of NT&T, is held responsible for 
the decline in the company’s fortunes 
is suggested by his resignation as 
president, to be replaced by Eugene 
V. Klein. Mr. Cantor remains, how- 
ever, as chairman. 


WNTA-TV SITUATION. Now. as a 
complicating factor, is the situation in 
National Telefilm 


Landau, who was the original driving 


Associates. Eli 


force of NTA, resigned, to be replaced 
by Oliver Unger as president. How- 
ever, in a very short time Mr. Landau 
was making bids to acquire WNTA-TV 
from his old firm. And certainly he 
found a warm reception—for NTA 
has publicly indicated its willingness 
to sell the station. In fact, acquisition 
of the station became a competitive 
matter involving Paramount Pictures, 
David Susskind and a group of public 
citizens, led by Howard Sheppard, 


formerly head of the National City 
Bank, who are anxious to have chan- 
nel 13 devoted to educational pro- 
gramming. 

Just who is willing to pay what 
price for the station is the nub of the 
issue from Mr. Unger’s position. But 
not from Mr. Davis’ viewpoint. Mr. 
Davis regards the station as the com- 
pany’s main asset and assumes that 
before it is sold the management will 
seek and obtain stockholder approval 
of the move. The NTA management 
has made no move in that direction 
and is not likely to do so—certainly 
not in time to affect the situation as it 
now stands. Moreover, it is clear that 
any funds received from the sale will 
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not necessarily accrue to the stock- 
holders of NTA. For one thing, there 
is still a debt outstanding of about 
$2.5 million on the purchase price of 
the station from the time NTA pur- 
chased it from its previous owner. 
There are additional debts as well that 
will eat into the proceeds. 

Now the question is what chance 
does Mr. Davis have of getting onto 
the board of directors of NT&T. His 
chances are fair, but it must be re- 
membered that a director is entitled 
to examine into a corporation’s fiscal 
matters with ease and in detail. Con- 
sequently, it is assumed that the Na- 
tional Theatres management, in an 
effort to avoid unnecessary disclo- 
sures, will go to extra efforts to block 
any insurgent representation on the 
board. 

Mr. Davis is a young man of 38 
with an ample supply of money for his 
fight and is not likely to give in simply 
because of one setback. Consequently, 
there is a good chance that there will 
be a long series of moves and counter- 
moves in this struggle—one which 
might bring forth some disclosures 
that would have ramifications not 
only in this fight but spill over into 
the broader area of the proper con- 
duct of tv stations and their facilities. 


FCC COMPLICATION. A complicat- 
ing factor in the sale of the station is 
the launching by the Federal Com- 
munications Commission of a formal 
inquiry into ways of converting a 
commercial vhf channel in New York 
and Los Angeles to educational uses. 
But wnTA-TV is the only New York 
station with a New Jersey address, 
and since its much-publicized pro- 
gramming generally falls into the 
category of “quality” and “diversity” 
—values much in favor at the FCC 
these days—it may not be affected by 
the move at all. 

One last point: NTA, if nothing 
else, has exhibited great flexibility 
and imagination. No matter what its 
fortunes now, it can’t be counted out. 
Its latest move is into pay television. 
Under an agreement with Home En- 
tertainment Co., Inc., (for rights to 


manufacture and license its system), 
NTA has established NTA Home En- 


tertainment System. 
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Dynamo (Continued from page 27) 


a check showed that billings had more 
than doubled in the past decade. D&C 
had estimated billings of $12 million 
in 1948, $15 million in 1951 and $20 
million in 1955. Announced billings 
of $33.5 million last year have al- 
ready been augmented by nearly $4 
million in the first quarter of this 
year. This puts the acquired billings 
of the past five years at close to $25 
million. (Some of that was acquired 
through mergers, of course—about 
one fifth.) In the same five years the 
agency lost billings of about $3.5 
million—about half of it resigned. 
Diversification of the accounts will 
be examined at length later on. 


Bloodless Revolution 
With such growth and transfigura- 
tion, one might reasonably suppose 
there was corresponding confusion 
and internal strife. There was some. 
But for the most part, the revolution 


_at Donahue & Coe has been not only 


quiet but bloodless. As one agency 
executive remarked (somewhat sus- 
piciously), you can burrow through 
the back issues of the trade press and 
find no tombstones nor signs of a 
purge. (This is not to say, of course, 
that some employes have not found 
it sensible to seek other more com- 
fortable climates.) 

Beginning about three years ago, 
Donahue & Coe set out on a massive 
manpower drive—they call it a “man- 
hunt”—with the result that the com- 
pany has more than doubled its staff 
in the past decade. But despite such 
changes and the change of pace, one 
looks in vain for any major signs of 
dissent — though it’s conceivable, of 
grass has 
most of the major battlefields. 

The manpower drive swung into 


course, that overgrown 


high gear about three years ago. Two 
Edward J. Churchill 
stepped down (or up) from the presi- 


years later 
dency of the agency to become chair- 
man of the board, and Donald E. 
West was elected to succeed him. Mr. 
West, who was in sales management 
with Standard Brands for 20 years 
before becoming, successively, direc- 
tor of merchandising for Ogilvy, Ben- 
son & Mather, and executive vice 
president of Robert Orr & ‘Associates, 





thus became the fourth corner of the 
management team. In the other three 
corners are: 

e Walter Weir, chairman of the 
executive committee in charge of new- 
business development; formerly pres- 
ident of his own agency, merged with 
D&C in the fall of 1951; previous 
long history as creative director in 
other agencies; disciple of Phil Len- 
nen; prolific writer, speaker and 
spokesman for creativity and respon- 
sibility in advertising; Saturday poet 
and chronic do-it-yourselfer. 

e William B. Schneider, executive 
vice president in charge of client serv- 
ice; head of the agency for nearly 20 
years; close contact with the west- 
coast side of the business as well as 
the new accounts; humorist and man 
of rare insight into human and client 
nature, as well as resolver of prob- 
lems of art and layout. 

e Oliver A. Kingsbury, administra- 
tive vice president and secretary of 
record; kingpin in the company since 
1932; clearing house and counting 
house; expert at details; the “swing- 
man,” between retired president Ed 
Churchill and the young turks. 

The last statement involves some 
use of poetic license, inasmuch as Ed 
Churchill is still quietly active in the 
agency; the “young turks” are not 
that young, nor brigands, as _ the 
phrase implies. 


Straddling Two Worlds 

Ollie Kingsbury is, in fact, among 
the most modern and forward-look- 
ing people in the agency. Yet it is 
true that he seems to straddle both 
worlds of the agency—the world of 
the past and of the present. It is true 
that along one of his office walls is 
a procession of album covers from 
Columbia records, an account he han- 
dies on top of his many other duties. 
It is true that framed opposite his big 
desk on the south face of the Time- 
Life Building there is a large, roman- 
ticized painting of the head of Leslie 
Caron, all gossamer and mirage, 
dusted with stars and confectioner’s 
sugar, Hollywood circa 1938. 

But these material items are em- 
blems, not symptoms of inner pre- 
occupation. Ollie Kingsbury speaks 
mostly about the modern problems 

(Continued on page 59) 
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_. is getting some 70 per 
cent of the budget currently be- 
ing expended for a national cam- 
paign on Niagara Instant laundry 
starch, said Lloyd Durant, account 
executive on the Best Foods division 
of Corn Products Co, at Lennen & 
Newell, Inc. The percentage figure 
alone, however; is not what makes 
a story—but how and why Niagara 
is using the tv medium is. 

A long-famed name in its field, 
Niagara was faced with a series of 
problems affecting the entire indus- 
style 


try—wash-and-wear fabrics, 


trends toward softness. the house- 
wife’s desire to have things easy and 
an industry-created seasonal busi- 
ness (arising from implications that 
starching was most needed for sum- 
mer cottons). In the past half-dozen 
years, the industry had trended down- 
ward. 

Noting a growing disbelief on the 
part of consumers in wash-and-wear 
claims, with most labels now advis- 
ing “touch-ups” with an iron, the 
firm and agency decided to do some- 
thing about the idea that starching 
is a difficult, time-consuming, dip- 
and-wring job. 

In its line, Niagara had an in- 
stant starch (“dehydrated and com- 
pressed just like instant coffee,” said 
Mr. Durant) that it experimented 
with at length. Eureka! The product 
could be added directly from the box 
to the final rinse of an automatic 
or non-automatic washing machine 
and would deliver a light, modern 
starch finish without gumming up 


the machine or rinsing completely 
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a review of 


current activity 


in national 
spot tv 


out of the clothes. (The method has 
earned Good Housekeeping _ Insti- 
tute’s Guaranty Seal.) 

“What we have is a unique prod- 
uct,” said the L&N executive, “and 
a new way of using it.” To get the 
washing-starch method across to 
women quickly, a schedule of six 
CBS-TV daytime programs was set, 
11-market 
paign. Three filmed minutes were 
shot by Elliot, Unger & Elliot in sets 
duplicating “to the minutest detail” 


along with a spot cam- 


the Good Housekeeping test laun- 
dries. While aiming for 85 rating 
points in its spot schedules, the 
agency came up with at least one 
sterling example of creative buying: 
in St. Louis, spots were set in a Mon- 
day-night “fireside chat” series by 


newly reelected Mayor Raymond 
Tucker. 
“While such a program might 


seem unusual,” Mr. Durant argued. 





At D’Arcy Adv. Co., Inc., New York, 
Bob Lazetera sets schedules for Col- 
Halo and Studebaker-Lark, 


among others. 


gate’s 








REPORT 


“we found it gets a 23 Nielsen and 
reaches 154,000 homes. But. impor- 
tantly, 52 per cent of the audience 
are women viewers. We're not only 
in a program of quality, but in one 
that we know reaches our prospects. 
As what we have to offer is some- 
thing new, we're interested in being 
near programs of news and special 
interest to housewives.” 

Promoting the starch as beneficial 
to sheets, curtains, linens and other 
smaller items like summer cottons. 
Niagara hopes to boost sales through- 
out the year. “If only a small percent- 
age of our own 


present customers 


adopts the new way of using the 
product,” Mr. Durant said. “it could 
double Niagara’s annual volume.” 

Magazines—Journal, Good House- 
keeping, Woman’s Day, Family Cir- 
cle—are also being used, as are 
point-of-sale displays and a_house- 
dress premium offer, but spot tv for 
the next six weeks is expected to get 
things off to a fast start. The network 
shows—set until mid-December 
might be supplemented with addi- 
tional “off-season” spot later if ini- 
tial results look good. 


Among current and upcoming spot 


activity from agencies and adver- 
tisers across the country are the fol- 


lowing: 


ALLSTATE INSURANCE CO. 


(Leo Burnett Co., Inc., Chicago) 


A step-up in this firm's spot activity is 
reportedly scheduled for mid-April, with 
about 25 major national markets to get 20's 
and ID’s in moderate frequencies. The drive 
will run eight weeks. Don Carlson is the 
timebuyer. 
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SPRINGFIELD, 
MASSACHUSETTS 


22 | 


ever 300,000 Television homes 


Plug Bonus Coverage 


WRLP channel 32 


760 CWERAGE-ToP RATINGS 


SEE YOUR HOLLINGBERY REPRESENTATIVE 





AMERICAN DAIRY 
ASSOCIATION 


(Campbell-Mithun, Inc., Chicago) 


Summer moves in and ice cream moves to 
the fore of the organization’s promotion 
plans. Some 36 national markets will run 
two weeks of ID’s at the end of the month 
to kick off the season. Clay Rossland is the 
timebuyer. 


AMERICAN HOME PRODUCTS 
CORP. 


(Ted Bates & Co., Inc., N. Y.) 
In addition to the buy noted here March 20 


for AEROWAX, this firm began schedules 
at the first of the month for SANI-FLUSH 


| in a couple of dozen markets. Daytime 
| minutes are the primary carriers, with some 


late-night spots also used. The placements 
will run 13 weeks. Jack Flynn is the 
timebuyer. 


| AMERICAN HOME PRODUCTS 


CORP. 
(Cunningham & Walsh, Inc., N. Y.) 


| Having concentrated much of its effort 


in network since its introduction, 
EASY-ON spray starch was reportedly 
opening up an eight-week spot drive 
early this month. Filmed minutes, 
slotted in day and non-prime night 
periods, run in a large number of 
major markets across the country. 
Rudy Baumohl is the timebuyer. 





S) \ ws 







Kivu 


CHANNEL 


SAN FRANCISCO 
OAKLAND 


One Jack London Square, 
Oakland 7, California 
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AMERICAN INTERNATIONAL 
PICTURES 


(Goodman Organization, L. A.) 


In its first use of television, this 
motion-picture firm has earmarked 35 
per cent of a $7.5-million budget for 
tv in the coming year. One picture per 
month will be released with a 
“blockbuster” campaign. Ty-radio time- 
buyer Claire Moses is the contact, with 
markets and starting dates naturally 
depending on when and where each 
film opens. 


AMERICAN OIL CO. 
(D’Arcy Adv. Co., Chicago) 


Roughly 70 major markets get AMOCO’s 
spring driving campaign early next month. 
Three weeks of two-minute spots will run 
for a few weeks, overlapped with six weeks 
of minutes and prime 20’s and ID’s. 

Markets are mainly in the east and southeast 
part of the country. Harry Warren is the 
timebuyer. 


AURORA PLASTICS CORP. 
(Harold J. Siesel Co., Inc., N. Y.) 


For its novelty toy, THE BLOOP, this 
firm has set five weeks of filmed minutes in 
children’s programs in New York, Chicago 
and Detroit on several stations per market. 
Additions are contemplated. The toy is an 
air-propelled rocket nose cone that fires 
with a “bloop” sound, necessarily being a 
summer-promoted item. Media director 
Dan Siesel handles the buying. 


BEECH-NUT LIFE SAVERS, 
INC, 

(Young & Rubicam, Inc., N. Y.) 
Continuing to use spot to bolster its network 
activity, BEECHNUT baby foods comes 
into a small group of markets at issue date. 
About eight weeks of filmed minutes and 
20’s will run. John Flournoy is the 
timebuyer. 


BRISTOL-MYERS CO. 

(Ogilvy, Benson & Mather, Inc., 
Ae. 

Beginning about issue date, BAN deodorant 
starts a campaign in top markets throughout 
the country to run through the early 
summer. Filmed minutes in nighttime slots 
will be used in light frequencies. 

Peter Berla is the timebuyer. 


BUTTER-NUT FOODS CO. 
(Tatham-Laird, Inc., Chicago) 

With an eight-week schedule set in early 
February having wound up in its east-of-the- 
Rockies markets, BUTTER-NUT coffee 
returns the middle of this month for a 
campaign to continue through the summer. 
Filmed minutes and 20’s in prime-time slots 
will run in moderate frequencies. Jim Spero 
is the buying contact. 


CALIFORNIA OIL CO. 
(BBDO, New York) 
While previous years saw CHEVRON 
start its major summertime-driving 
campaign in late spring, the brand 
experimented last year with holding off 
until June to avoid competition with 
many other brands on tv. A similar policy 
will be used this summer, so look for 
about four weeks of spots in the 
company’s usual 20-or-so markets along 
the east coast. Marv Shapiro is the 
timebuyer. 

(Continued on page 46) 


























The Buyer Talks About... 


SLACK PERIODS 


Slack periods, you question—who has any? And, when you’re on the 
phone 10 ‘hours a day placing a rush gchedule, or poring over a stack 
of new rate cards that’s managed to pile up on the desk, it may not seem 
possible to visualize any slowdown of the pressure. 

But it does happen now and then. It can happen more often if you 
work on a highly seasonal product—a cold tablet that concentrates its 


efforts in the winter months, or a soda that comes into spot only for a. 


few weeks in the summer. With this kind of advertiser, a buyer is likely 
to find himself with more time on his hands than the guy handling a 
headache remedy, a chewing gum or a cosmetic line. Most agencies, 
of course, try to place several accounts that use brief campaigns at dif- 
ferent seasons with a single buyer, so that he’ll earn his pay 12 months 
out of the year, but even here there can come a few weeks when every- 
thing that was running has expired and nothing new can be set until 
next year’s budget is okayed. 
So how does the buyer keep busy? 


One way is to go over what's been done. Those schedules that just 
wound up have to be checked and re-checked before the client is billed. 
Stations that raised their rates while the spots were running have to be 
argued with when they submit bills calling for more money than you 
intended spending. Rebates and make-goods have to be looked at in 
order to make sure they’ve come through. Yes, it sounds like paper- 
work, doesn’t it? It is—but it has to be done, and now’s the time to 
do it. 

Want something else? How about those competitive checks? All 
right, so you’re not about to place a schedule of your own—the client 
still might be interested in knowing what the competition is doing. If 
the rival brands aren’t doing much, he’ll be relieved to know his own 
lack of spots isn’t being met by a strong attempt to take over the market 
for someone else. If such an attempt is going on, your client might be 
concerned enough to order a hurry-up schedule, too—and the placing 
will give you some additional duties. A buyer who keeps a constant 
check on the competitive action in his client's markets and passes per- 
tinent information on to the account group is doing a favor for the 
client, the agency and himself. 


There’s nothing in the world to prevent an “off-duty” buyer from 
making up plans and recommendations for future account activity, 
either. He can do some experimentation—work out what-might-have- 
happened-if and what-should-happen-next-time. He can plot how he'll 
buy if next season’s budget is up 50 per cent, or possibly reduced a third 
—and maybe he'll find ways that might stretch a smaller budget further, 
or make a larger one more effective. Here, also, is the time to reach 
those reps who have been trying to see you for weeks with a new mar- 
ket presentation. Contact them and let them know you've got a day or 
two free. Don’t wait until next week when they call for the 10th time 
to find you’re all tied up in meetings. 


Finally, there’s usually an opportunity to help yourself and the whole 
department by lending a hand to another buyer who’s swamped. Per- 
haps you can order a few radio markets, or get a magazine’s sales story. 


You'll be able to learn something new and perform a service at one and 
the same time. 











by 
Hugh Kibbey 


AAs 


VACATION... 
WHAT'S THAT? 


@ | just finished making up this year's 
vacation schedule for the Sales 
Department here at WFBM-TV. 
Everyone in the department is look- 
ing forward to his except two sales- 
men and me. We took ours in Jan- 
uary! And it set me to thinking. 

Modern day America vacations 12 
months of the year. That is, the sum- 
mer time is no longer the traditional 
vacation period. While our company 
has its vacation period from May 1 
to October 1 for most employees, 
there are a goodly number of excep- 
tions, like me for instance. There's 
no great exodus out of our coverage 
area at any one time during the sum- 
mer. There are customers here, wait- 
ing to be sold all 12 months of the 
year. And that goes for June, July 
and August as well as for January 
and February. 

Seems to me that the advertiser 
who wants to keep his product in 
the buying habits of Hoosiers ought 
to advertise all 12 months . . . right 
through the summer. | could cite 
plenty of retail figures to prove that 
summer doesn't silence the cash 
register. 

The temperature may be hotter in 
the summer, but the selling oppor- 
tunities are hot all year long . . . all 
summer long, too, because the great 
majority is available for your selling 
messages. Because some adver- 
tisers do indulge in the costly habit 
of summer hiatuses, you have an 
opportunity to pick up valuable time 
franchises and establish new sell- 
ing patterns for the year. 

KATZ or I will be most willing 
to convince you that selling 
doesn't take a vacation, 
any more than I'm 
going to have one 
this summer! 


CHANNEL 


WFBM-v 
INDIANAPOLIS 


BASIC NBC-TV AFFILIATE 
A Service of TIME-LIFE Br 
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ATTENTION 
TIMEBUYERS: 


KTRE-TV, Lufkin, Texas has one of the 
highest ARB share of audience in the 


93.4 


sign-on to sign-off Sunday through 


Saturday (ARB, MARCH 1960) 


KTRE-TV is recognized by national ad- 
vertisers as a necessary network buy. 


KTRE-TV has a full network lineup with 


the best of NBC, CBS and ABC. 


Ask today for availabilities around 


these top rated shows. 


Call Venard, Rintoul & McConnell, 


Inc., national representatives. 


KTRE-TV 


Lufkin, Texas 





Channel 9 


re E 


RICHMAN LEWIN 


Vice President & General Manager 





and re-run. The 


daytime network. 


Total U.S. (NTI) 

*‘A‘” Counties 

Local Performance 
New York (7 stations) 
Boston (3) 

Chicago (4) 

St. Louis* (4) 
Detroit* (4) 


Los Angeles* (7) 


*Four weeks ending Feb. 19: 


versely, it may tell him of areas 


can try to place his product. 


has been run on the network, but 


The Whole vs. The Parts 


(NTI-NSI monthly study of network program performances in local markets.) 
The syndicator involved in selling a show, or the spot buyer involved 


in setting a schedule in a syndicated program, may find his problems 


heightened considerably if the show in question is not only one that 


syndicator with the program for sale must be 
able to prove there is still an audience for a show that has been seen 
numerous times. The spot buyer must be convinced of this himself, 
and able to prove to the agency client that the viewers are there. 


Let’s look at three such programs—programs that have proved to be 
indefatigable workhorses year after year—currently all appearing in 


DAYTIME RE-RUNS 


Love That Bob 


3.6 


1.3 


others ending Feb. 5. 


While it is sometimes impossible to separate the factors of local net- 
work preference, competing programs and the like, a study of local 
ratings by a conscientious buyer may well inform him of markets in 
which a re-run show has played out or overextended its welcome. Con- 
in which the programs appear fresh. 
It is these markets that might be better buys for spot schedules around 


the shows in syndication, or better target areas in which the syndicator 


has been re-run . .. and re-run 


! Love Licey Make Room 


for Daddy 


7.1 9.] 
6.7 8.2 
9.7 9.0 
9.5 21.1 
Se f 8.0 
7.9 ae 
7.9 7.7 
4.5 3.6 
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1 
Spot (Continued from page 44) 


CARNATION CO. 

(EWRER, Los Angeles) 

Additional activity was noted as on 

for FRISKIES, following the report here 
Jan. 23 in connection with Walt 
Disney's cartoon feature called J0] 
Dalmatians. Filmed minutes were slated 
to begin at issue date in a good-sized 
group of markets for about eight 
weeks. Pat Hipwell is the buying contact. 


COLGATE-PALMOLIVE CoO. 
(Ted Bates & Co., Inc., N. Y.) 

A new buy for PALMOLIVE soap was 
reportedly set to kick off at issue date in a 
small group of markets, with day and night 
minutes scheduled to run until the end of 
the year. Frank Nolan handled the 
placement, but has been succeeded on the 
account by Frank Digrace. 


CONSOLIDATED CIGAR CORP. 
(Lennen & Newell, Inc., N. Y.) 


Taking a brief hiatus after a four-week 
campaign set last month, MURIEL cigars 
was reported returning to a moderate-sized 
group of selected markets for a six-week 
spring campaign. Prime-time 20’s and 
non-prime minutes are used. Lou Crossin is 
the timebuyer. 


CORN PRODUCTS CO. 
(Lennen & Newell, Inc., N. Y.) 

\ regular user of spot at this time of the 
year, NIAGARA starch kicks off a campaign 
in a large group of markets across the 
country during the latter part of this month, 
with about six weeks of filmed minutes 
running in non-prime night slots. Jim 
Alexander is the timebuyer. 


D. C. ACADEMY OF 
VETERINARY MEDICINE 
(Larrabee Associates, Washington) 
In an unusual buy, Washington, D. C., 
is being used as a test market for a new 
product that hopes to expand distribution. 
(Continued on page 48) 
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A“ Fischer, media director and 
chairman of the executive com- 
mittee at Cole, Fischer & Rogow, Inc.. 
would like to see a crusade rolling on 
behalf of the medium-sized advertiser. 
“Too many in this group,” he de- 
clares, “are kept out of television. The 
reason—there are no packages co- 
ordinating network and local tele- 
visions spots for these advertisers. 
“If a million-dollar advertiser buys 
three network minutes a week,” the 
media director notes, “he will get 
three broad coverage messages—but 
only three spots a week for doling out 
this large sum of money. And there 
is no saturation coverage in the 
major markets. Obviously, an adver- 
tiser can not afford such a fling.” 
Mr. Fischer does have a proposal 
in mind, “Such a plan,” he says, 
“would consist of combining three 
network spots with a selection of four 
or five supplementaries of ID’s out 


at WG 





between being listened to 
and just being heard is the 


difference between selling 





and not selling. People listen 





ARTHUR A. FISCHER 





of a choice of 10 or 15 major mar- 
kets. Here. an advertiser could have 
coverage in all markets and a satura- 
tion in the major ones. He could af- 
ford this 
reasonable rate.” 

Asked if big 


Procter & Gamble would be eligible 


if it were set up at a 
advertisers like 
for this package deal, the media di- 


rector answered they would. “How- 


ever,” he explains, “this budget prob- 


...the difference 











to WGY for its personality 





programming.* From sign on 


to sign off....WGY sells. 
































lem doesn’t affect them. The big boys 
already have plenty of money to buy 
on this network-local basis. The sta- 
tions should realize that they can 
bring more money into television via 
the medium-sized advertiser by ar- 
ranging such package deals. 
“Strangely,” he points out, “tele- 
vision people don’t realize that view- 
ers have no idea—and don’t care 
whether an advertisement is presented 
on a local or network level. If an ad- 
vertiser buys some spots from a net- 
work, CBS for instance, he 
then qualify for maximum discount 
rates for wcss-tv [New York]. The 


two areas 


should 


local and _ network 
should not be so separated.” 
Opening the agency with the other 
titled heads in 1951, Mr. Fischer is 
York office. 
J. New- 


berry and Dodge Dealers and _ the 


now chief in the New 


He oversees broadcast for J. 


radio buying for Candy Gram, Inc.. 


Sante Fe wine and others. 


*Charles John Stevenson, one of radio’s 
truly “old school”’ philosophers, humorists 
and salesmen, captures the early morning 
audience. Bill Edwardsen, named “Radio 
Man of The Year” in 1960 by the area’s 
most outspoken critic, follows with good 
music, humor and useful information. 
At 9:30 a.m., Martha Brooks, 25 year 
WGY veteran, follows with 30 minutes 
of talk on everything from politics to 
pickles. Erudite Joe Roulier fills the 
balance of the morning followed by Don 
Tuttle’s award winning Farm Paper of 
the Air. The afternoon brings more of 
Joe and Bill followed by Herb Koster’s 
solid 15 minute sports report. Early 
evenings are in Leon Kelly’s capable 
hands with an unusual mixture of stories 
and music. Add to these the authority of 
weatherman, Howard Tupper; jazz ex- 
pert, Dave Kidd; concert host, Bob 
Stone; and news-in-depth reporter George 
Marriott, and it’s easily understandable 
why people in Northern New York and 
Western New England listen to WGY. 
This is personality programming. 92-2; 


W GY 5: 


90 KW 
A GENERAL ELECTRIC STATION 
ALBANY + SCHENECTADY - TROY 


Represented nationally by Henry |. Christal Company 
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WCCO 
TELEVISION 
REACHES 


Thom Leidner buys on Lever Broth- 
* ers’ Lux Liquid in the agency’s New 
York office. 
‘HAN AN y Spot (Continued from page 46) 
A four-week introductory schedule was 
opened last week on DOCTOR’S 
CHOICE, a dietary dog food made 
especially for puppies or older dogs 
with health problems. Strong frequencies 
of minutes and 20’s in animated and 
live-action techniques are used. Media 
director Toni Pearson is the timebuying 
contact. 
| DIF CORP. 
(S. E. Zubrow Co., Philadelphia) 
As noted here Feb. 6. DIF hand cleaner 
was expected to return to spot this 
spring in a small group of markets. 
Chicago, Philadelphia, Jacksonville and 
MINNEAPO ease 
& 


ID’s and 20’s under way at the beginning 





of the month. Yolanda Tini is 
the timebuyer. 


GENERAL FOODS CORP. 
(Foote, Cone & Belding, Inc., N. Y.) 
Hitting about the same 50-60 southern 
markets it’s been using since last fall, 
CALUMET baking powder got an eight- 
week campaign under way early this month. 
Daytime minutes are utilized to reach the 
housewife. Pete Scott handled the buy, but 
a successor takes over the account shortly. 


M. K. GOETZ BREWING CO. 
(John W. Shaw Adv., Chicago) 

A new campaign on this brewer’s 
COUNTRY CLUB malt liquor starts about 
issue date in some 30 markets throughout 
the midwest and south. Nighttime minutes 
and 20’s will run 23-26 weeks. Isabel 
McCaulay is the timebuyer. 


B. F. GOODRICH CO. 

(BBDO, New York) 

Beginning late this month, the tire-maker 
starts a four-week campaign aimed at 
soon-to-be-driving viewers. Filmed minutes 
in male-audience slots will go into 

18-20 markets. Marv Shapiro is the 
timebuyer. 


GORDON FOODS 

(Kirland, White & Schell Adv., 
Atlanta) 

To back a contest, this potato-chip 
maker has signed to sponsor a new 
15-minute syndicated series, Art Linkletter 
and the Kids, in some 49 southern 
markets. Emily Wood is the contact. 







Represented by 


PETERS, GRIFFIN, 
WOODWARD, INC. 


*76,500 homes per average quarter 
hour, Nielsen, February, 1961 
(4 station market) 
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INSTANT FOOD CORP. 
(Richard K. Manoff, Inc., N. Y.) 
While supplying quick-preparation food 
products to various firms for sale under 
their own brand names, this firm 
decided to market a soup concentrate 
on its own. COUP (for cup-of-soup) 
last month began a “testing operation” 
in New York, with filmed minutes and 
20’s running on WNeEw-TV for an 
indefinite period. Although yet too 
early for full results, sales thus far 

are reportedly encouraging insofar as 
expansion plans are concerned. Shirley 
Weiner is the timebuyer. 


LEHN & FINK PRODUCTS 
CORP. 

(Ted Bates & Co., Inc., N. Y.) 

While it has utilized very slight spot 
schedules in a market or two during 
previous years, NOREEN hair coloring 
is currently embarking on “a very 
heavy” spot schedule. The placements 
of filmed minutes are being used to 
supplement a strong ABC-TV schedule 
in markets where the shows aren’t 
carried, and to add extra weight in top 
markets. Brendan Broderick is the 
timebuyer on the recently acquired 

Ted Bates account. 


LEVER BROS. 

(BBDO, New York) 

SWAN LIQUID, a new Lever product 
that has been testing throughout the past 
year, was unveiled nationally at the 

end of last month via network minutes, 
but is using spot in a handful of markets 
as supplement and fill-in. Day and night 
minutes were set for brief periods. 

Walt Reinecke is the timebuyer. 


LEVER BROS. 

(Foote, Cone & Belding, Inc., N. Y.) 
Next week will see the kick-off on 
another four-week campaign for 
PEPSODENT toothpaste in a large 
number of top markets across the 
country. Filmed minutes in day and 
non-prime night slots will be used. 
Robert Rowell is the timebuyer. 


LYON VAN & STORAGE CO. 
(Smalley & Smith, Inc., L. A.) 

A campaign in 16 markets throughout 
California, Washington and Oregon, plus 
Phoenix and Denver, was recently launched 
by the moving firm, with prime-time ID’s 
slotted through June. A similar schedule is 
planned to start in September in the same 
markets. Jack Smalley, agency president, 

is the account contact. 











Buyers’ 


New Representatives 

wstv Charlotte, N. C., appointed 
Television Advertising Representa- 
tives, Inc., as its national sales repre- 
sentatives, effective June 25. 

wsxt Jacksonville appointed Tele- 
vision Advertising Representatives, 
Inc., as its national sales representa- 
tive, effective June 25. 

wrop-tv Washington, D. C., ap- 
pointed Television Advertising Repre- 
sentatives, Inc., as its national sales 
representative, effective June 25. 


Rate Increases 

ABC: 

KbuB-Tv Lubbock, Tex., from $375 
to $425, effective March 15. 

KLypD-Tv Bakersfield, Calif., from 
$200 to $250, effective April 1. 

Kove Stockton, Calif., from $700 to 
$800, effective April 1. 

KPTv Portland, Ore., from $950 to 
$1,050, effective April 1. 

WEAR-TV Pensacola, Fla., from $400 
to $450, effective April 1. 

wLw-1 Indianapolis, from $1,300 to 
$1,400, effective April 1. 

wtpa Harrisburg, from $375 to 
$425, effective April 1. 

wtvw Evansville, Ind., from $600 
to $700, effective April 1. 
CBS: 

KpbuB-Tv Lubbock, Tex., from $375 
to $425, effective March 15. 

KEPR-TV Pasco, Wash., from $120 
to $175, effective April 1. 

KmA-Tv Yakima, Wash., from $275 


Check List 


to $300, effective April 1. 

KIMA-TV Yakima, Wash., KEPR-TV 
Pasco, Wash., KBAS-TV Ephrata, 
Wash., and KLEw-tv Lewiston, Idaho, 
combination increase from $450 to 
$550, effective April 1. 

KLEW-Tv Lewiston, Idaho, from $50 
to $75, effective April 1. 

KOLN-TV Lincoln, from $450 to 
$500, effective March 15. 

KPAR-TV Sweetwater, Tex., from 
$175 to $200, effective April 1. 

WHEN-TV Syracuse, from $950 to 
$1,000, effective April 1. 

NBC: 

KIMA-TV Yakima, Wash., from 

$450 to $550, effective April 1. 


Station Changes 

KBLL-TV Helena, Mont., is the new 
call-letter designation for KXLJ-TVv. 

KpuB-Tv Lubbock, Tex., has be- 
come an affiliate of ABC-TV. 

KEDY-Tv Big Spring, Tex., has be- 
come an affiliate of ABC-TV. 

KEPR-TV Pasco, Wash., has become 
a U. S. Network interconnected affili- 
ate with CBS-TV, effective April 1. 
Previously it was listed as an Ex- 
tended Market Plan station. 

KPAR-TV Sweetwater, Tex., has be- 
come an affiliate of ABC-TV. 

KVER-TV Clovis, N. M., has become 
an affiliate of ABC-TV. 

wicu-tv Erie, Pa., will become an 
affiliate of ABC-TV May l. 

wsEE-Tv Erie, Pa., has become an 
affiliate of NBC-TV. 


MELELE 















OUTSIDE 
DETROIT 


LANSING and Nol MARKET 


MID-MICHIGAN 


WILX-TV COVERAGE 
LOW COST 
PER THOUSAND 


FLINT SAGINAW 
BAY CITY MARKET 





—_ 
WILX-TV FACTS 


@ STUDIOS IN @ FULL TIME NBC 
LANSING @ TOWER HT. 1008’ 
JACKSON @ POWER 
BATTLE CREEK 316,000 WATTS 

Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 


=) |e 


Associated with 


WILS — LANSING / WPON — PONTIAC 





SEVEN 
IN A ROW 


For the seventh straight 
year the surveys* have 
proved the leadership of 
WCSH-TV in the 13 coun- 
ty Portland Market. 

*ARB, Neilsen 
November 1960 

WCSH-TV delivers the 
Portland market with over 
one billion dollars in spend- 
able income and over nine 
hundred million in retail 
sales. 

WCSH-TV ... Your best 
buy north of Boston. 


WCSH-TV 


NBC for 
PORTLAND 
MAINE 


Remember, matching spot 







schedule on WLBZ-TV in Bangor 
saves 5%. 
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WJAC-TV 


You won't find a better showcase 
for your product in the Johnstown- 
Altoona Market than WJAC-TV. Both 
ARB and Nielsen rate WJAC-TV the 
Number One station in this area. 
But even more significant than 
Statistics are sales results--and 


happy advertisers, in every prod- 


uct category, attest to the sell- 
ing power of WJAC-TV. Why not put 
your advertising on the station that 
turns statistics into sales! 


For Complete Details, Contact: 
HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 


OR EE HB 
What they see on 








JOHNSTOWN - CHANNEL 6 
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New Communications Center for WFAA-TV 





A new Communications Center for WFAA-TV-AM-FM Dallas was dedi- 


cated at the beginning of this month, marking the official opening of 
the largest custom-built television and radio studio in the southwest. 

The building contains 68,000 square feet of floor space at an over-all 
cost of $4.5 million. Some of the features of the new facilities are: 
two studio control rooms, separated by two audio control rooms, over- 
looking three tv studios; five new combination motion-picture and slide 
projectors accommodating both color and black-and-white film; a com- 
bination tv and radic news center with world-wide newsreel service and 
full communications with five mobile units: a video-tape center contain- 
ing three tape machines. plus two others in a mobile tape cruiser. 

On hand for the dedication ceremonies were nearly 1,000 broadcast- 
ing, advertising and business executives from all over the country. Also 
part of the celebration were 13 ABC-TV stars who were in the studio 


to greet the visitors and give autographs. 











MANCHESTER BISCUIT CO. 
(George H. Hartman Co., Chicago) 
The middle of this month sees the start of 
new placements of prime-time ID’s in 11 
secondary markets across the midwest, with 
adult audiences the target of promotion on 
the bakery’s line of crackers and cookies. 
Audrey Thorelius is the timebuyer. 


NEW ENGLAND TELEPHONE 


Remarkene 


ROCKFORD 
nT cn 





_BELON 


& TELEGRAPH CO. STIR 
(Harold Cabot & Co., Inc., Boston) 

As have many of the regional telephone WP 
firms, this company has been heavily 


promoting the new PRINCESS phone 
model via heavy schedules of prime-time 
20's. About 10 spots per week per market 


began in March and are running t 

through this month in all major New 

England areas, excluding Connecticut. BUY 
Tv-radio buyer Gene Del Bianco is WREX- V_ 


the contact. 
(Ogilvy, Benson & Mather, Inc., THE 





PEPPERIDGE FARMS, INC. 
NF) 


Following through with the usual type 


of campaign, this baker's products HOT 
come into a small group of markets i 

about issue date with a set placement i 

of day and night minutes and 20's, BUY 
The schedule runs about four weeks. 

Henry Cleeff is the timebuyer. EVERY 


GET THE FACTS 
FROM OUR 
PERSPIRING REPS 


PET MILK CO. 

(Gardner Adv. Co., St. Louis) 

As noted here March 20, this dairy will rely 
more strongly on spot in the future, having 

recently cut back on network. At issue date 
a four-week campaign will get under way in 
60 major markets, with daytime minutes 


H-R TELEVISION, INC. 


VV Ca ow 


cHannet x 4 ROCKFORD 


J. M. BAISCH 
= Vice Pres. & Gen. Mgr 


(Continued on page 52) 




























JOHN CHOATE has been promoted 
to assistant buyer on American Ex- 
press, Western Union, Shulton 
Desert Dry and Railway Express at 
Benton & Bowles, Inc., New York. 


Previously he was a staff assistant 





MR. CHOATE 


in media analysis. Mr. Choate is 
assuming the duties of MALCOLM 
GORDON, who moved to the Parlia- 
ment account to replace WALTER 
REICHEL (Personals, March 20). 

TOM PESCHEL has been promoted 
from staff assistant on Post cereals 
to buyer on Birds Eye frozen in- 
stant baby food and other accounts 
at B&B. He replaces TAD DISTLER, 
who left the agency. SAM SPILO, as- 
sistant buyer, is assuming Mr. 
Peschel’s duties along with his own 
responsibilities on Gaines. 

PETER VAN STEEDEN joined NTA 
Spot Sales. He was recently the 
buyer on Simoniz at Dancer-Fitz- 


Personals 


gerald-Sample, Inc., New York. 
TIM MCCLINTOCK, formerly all- 

media supervisor at D-F-S, has 

moved to Papert, Koenig & Lois in 





MR. MCCLINTOCK 


the same capacity. He is an addi- 
tion to the agency's media depart- 
ment. 

IRA WEINBLATT, media supervisor 
on General Mills at D-F-S, has 
moved to the Simoniz account. TOM 
HOLLINGSHEAD, once on Simoniz, has 
switched over to General Mills. nor 
FITZGERALD, previously buyer on 
General Mills, and BILL MANLEY 
are the new buyers on Simoniz. 

FRED DUDAK, once buyer on Dash 
at D-F-S, is now the buyer on the 
Sterling account. 

DICK KAPLAN has been promoted 
to buyer on Dash at D-F-S, Mr. Kap- 
lan has been an assistant buyer on 
Test Products and Fritos. 

JEAN TREGRE has moved to J. Wal- 


ter Thompson Co., New York, as a 


buyer on Northeast Airlines, Puro- 
lator Products and Scott paper. She 
was previously with Chirurg & 
Cairns, Inc., this city. 

FRANK DIGRACE, previously an as 
sistant buyer on Food Manufac- 
turers at Ted Bates & Co., Inc., 
New York, has been raised to buyer 
on the agency’s Colgate-Palmolive 
account. He replaces FRANK NOLAN, 
who joined George P. Hollingbery 


Co. 





MR. DIGRACE 


NORMA STRASSMAN is the new 
buyer at Chirurg & Cairns on Bin- 
ney & Smith Co., Eaton stationery 
and others. For the past three years 
she was supervisor of media esti- 
mating and general media estimator 
at Doherty, Clifford, Steers & Shen 
field, Inc. 

ALTHEA LINE, recently media di- 
rector of Coleman-Parr Advertising, 
Los Angeles, has joined Kpay Santa 
Monica as an account executive. 








WHAT'S SPOT GOT 


THAT OTHERS HAVE NOT? Spot Television 


reaches more people more quickly at less cost and with 
more impact, than any other advertising medium. 





TVAR 


TELEVISION ADVERTISING REPRESENTATIVES, INC. 
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Want facts to prove 


TELEVISION BRINGS CUSTOMERS? 
| 1 I SIO 
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ok 7 






































































Then what you need is a set of the TELEVISION AGE Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 
advertisers. Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 
Product group stories available in reprint form are listed on the order blank below. 





Reader’s Service 


Television Ape 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


No. Number of copies No. Number of copies 
33. Auto Dealers 45. Home Building & Real Estate -—— 


44. Bakeries —— 21.Insurance Companies a 
42. Banks & Savings Institutions — 8. Jewelry Stores & Manufacturers —— 
26. Beer & Ale —— 23. Men’s Clothing Stores ——. 


36. Candy & Confectionery Stores 
22. Coffee Distributors 

31. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 

41. Dairies & Dairy Products 

27. Dept. Stores (Ed. of a Giant) 

14. Drugs & Remedies 

43. Drug Stores 

49. Dry Cleaners & Laundries 

18. Electric Power Companies 

25. Electrical Appliances 

17. Farm Implements & Machinery 
46. Furniture & Home Furnishings 
19. Gas Companies 

47. Gasoline & Oil 

50. Groceries & Supermarkets 

10. Hardware & Building Supplies 


29. Moving & Storage — 
38. Newspapers & Magazines — 
9. Nurseries, Seed & Feed — 
35. Pet Food & Pet Shops — 
40. Pre-fab Housing — 
28. Restaurants & Cafeterias — 
16. Shoe Stores & Manufacturers — 
11. Soft Drink Distributors — 
13. Sporting Goods & Toys —- 
20. Telephone Companies — 
48. Television & Radio Receivers —— 
39. Theatres — 
37. Tires & Auto Accessories — 
12. Travel, Hotels & Resorts —_— 
32. Weight Control — 
34. Women’s Specialty Shops — 


PETTITTE EEE ETE ETT 




















Name Position 
Company 

Address 

City Zone State 


C1) I enclose payment 


() Please enter my subscription for TELEVISION AGE, for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. : 















Richard Nyborg, formerly a buyer in 
J. Walter Thompson’s New York of- 
fice, recently moved to the agency's 
Los Angeles branch as a media super- 


visor. 


Spot (Continued from page 50) 


running. Timebuyers are Jack Hughes and 
Marty Berger. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 
TIDE, which came in heavy in spot last 
year at the first of May, reportedly was 
moving at press time with a similar 
campaign covering a great many top 
and secondary markets across the 
country. Filmed minutes in day and late- 
night slots run for the remainder of the 
P&G contract year. Bern Shlossman is 
the timebuyer. 


PROCTER & GAMBLE CO. 
(Honig, Cooper, Harrington, S. F .) 
For P&G’s CLOROX bleach, a new buy of 
minutes is set to begin next week in about 
50 major national markets. The placements 
will run 10 weeks in early and late-night 
positions. Clarice McCreary is the 
timebuyer. 


QUAKER OATS CO. 
(Compton Adv., Inc., Chicago) 





More Mergers 

Geyer, Morey, Madden & 
Ballard, Inc., New York, has 
advanced to the $40-million 
agency bracket. In its recent 
merger with Western Advertis- 
ing Agency, Inc., GMM&B 
added $6 million in billings. 

Western, with offices in Chi- 
cago and Racine, Wisc., be- 
came the western division of 
GMM&B. G. B. Gunlogson, 
former chairman of the board 
at Western and now director 
of the executive committee of 
GMM&B, reported that the 
merger gave “the opportunity 
to expand our services to our 
clients through the Geyer facili- 
ties.” 


eet A= =: 


nN 
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Rep Report 


John P. McWeeny was appointed 
an account executive in the Chicago 
office of the newly formed Storer 





MR. MCWEENY 


Television Sales, Inc. He most re- 
cently was with Edward Petry & Co., 
and previously was in agency work at 
J. Walter Thompson, Needham, Louis 
& Brorby and Young & Rubicam, all 
Chicago. 

Prem M. Kapur joined H-R Tele- 
vision, Inc., as an account executive, 
coming to the representative’s New 
York office from a sales position at 
wcau-Tv Philadelphia. He was for- 
merly with ITC and NBC Film, as 
well as having been a member of the 
Indian Government Diplomatic Serv- 
ice. 

Frank Nolan, previously a broad- 
cast buyer at Ted Bates & Co., Inc., 
moved to George P. Hollingbery Co. 
as an account executive. 

Peter Scott joined the Katz Agency, 
Inc., as an account executive, coming 
from Foote, Cone & Belding, Inc., 
where he was a spot buyer on the 
agency's General Foods account. 

















Cltisaletlh WM 
Beckyorden 


Station, Network and 
Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 
WPEN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
Plaza 5-4262 











Late next month sees a new six-week drive 
start for PUFFED WHEAT and PUFFED 
RICE, with filmed minutes in evening 
availabilities employed. The market list will 
include 40 top areas. Edith Hansen is the 
timebuyer. 


SCHICK SAFETY RAZOR CO., 
Div. Eversharp, Inc. 

(Compton Adv., Inc., N. Y.) 

The end of the month sees this firm unveil 
its major campaign of the year with a 
$1.5-million effort on its new Schick 
Injector “Krona-edge” blade. Filmed 
minutes, with some 20’s, will run for 12 
weeks in the top 100 markets, implemented 
by network participations and newspaper 
schedules. Male-audience periods naturally 
are used. Joel Segal is the timebuyer. 


SOCONY-MOBIL OIL CO. 
(Compton Adv., Inc., N. Y.) 


In what should be its last major video effort 
on behalf of MOBILGAS before the account 
moves to another agency, Compton was 
reported adding to the buy noted here 
March 6. Minutes and 20’s in male-audience 
adjacencies go into a large number of 
markets at mid-month. Noel Becker is the 
timebuyer. 


STERLING DRUG CO. 
(Compton Adv., Inc., N. Y.) 

Last reported here almost exactly one 
year ago as testing in New England, 
INSTANTINE headache tablets has set 
some new test schedules in a few 
midwest markets. Day and night minutes 
continue to be used. Noel Becker 

is the buying contact. 


TAYLOR PROVISIONS CO. 
(S. E. Zubrow Co., Philadelphia) 


Returning after a Lenten hiatus, this 


GET THAT EXTRA 





LITKuUSs 


PUSH 





You know that it’s the extra push that makes the difference 
between an average campaign and a “Red-Letter Success.” 
You get that EXTRA PUSH when you buy WOC-TV 
WOC-TV effectively specializes in co-ordinating and mer- 
chandising your buy at every level — the broker, whole- 
saler, direct salesman, key buyer as well as the retail outlet. 


This “togetherness” sells products in the nation’s 47th TV 
market. More than 2 billion dollars in retail sales ring on 


the retailer’s cash register 


Over 438,000 TV homes are 


within the 42 counties of WOC-TV’s coverage area. 


















PRESIDENT 
Col. B. J Palmer 


VICE-PRES. & TREASURER 
D D. Palmer 


EXEC VICE-PRESIDENT 
Ralph Evans 
SECRETARY 
Wm. D Wagner 


RESIDENT MANAGER 
Ernest 

SALES MANAGER 

Pax Shaffer 


THE QUINT CITIES 


DAVENPORT } 1, 
seTTENDORF J ‘ 


ROCK ISLAND 
MOLINE ILL 
EAST MOLINE 

PETERS. GRIFFIN, WOODWARD, INC 
EXCLUSIVE NATIONA? REPRESENTATIVES 


To the National Advertiser, 
WOC-TV offers the greatest 
amount of local programming— 
over 33 hours each week — and 
the finest talent in the area put 
these programs across. 


Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabilities 
See him today. 
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meat firm has four-week placements of 
20’s and ID’s running through the month 
in New York, Philadelphia and Baltimore 
in a continuation of schedules set early 
in the year. Further activity should follow. 
Yolanda Tini is the timebuyer. 


U. S. PHOTO SUPPLY CORP. 
(Larrabee Associates, Washington) 
A do-it-yourself photo-printing machine, 


ROLLAPRINT, used brief flurries of 
spot in New York and. Washington early 
this month, and will move into Chicago 

at the first of May. Subsequent schedules 
will run in Pittsburgh, Boston, 
Philadelphia and other east-coast markets. 
Saturation frequencies of late-night 
METRO minutes and some prime 20's are used 





TIME AND TIME AGAI 


for one or two weeks. Local dealers get 
OMES RATING free credits on the longer spots. 
. Company plans include addition of a 
MON. “WELLS FARGO” 22800 36% similarly operating enlarger to the line. 
St 21300 25 Media director Toni Pearson is the 


buying contact. 

















TUES. “LARAMIE”’ 26700 44 
: 13200 17 
WED. “WAGON TRAIN” ID: 28000 48 Account Activity 

"4 - B: 13800 10 Sullivan, Stauffer, Colwell & Bay- 
THURS. “REAL MC COYS” “MEMID: 28900 45 les, Inc., added Vicks Vatronol and 
= A. B: 10900 11 Sinex products, both of which had 
Ry ho, a = previously been at Morse Interna- 
SAT. “DISNEY PRESENT ig MID: 25600 35 tional. Morse acquired Clearasil 
STA. B: 11400 11 medication from Lennen & Newell, 
- , Inc., and Clearasil shampoo from 

*TINT er ” ) ? 
SUN. CHEVY SHOW KMID: 26200 42 BBDO as the Vick Chemical divi- 
STA. B: 15800 22 sion of Richardson-Merrill, Inc., cut 
its list of agencies from four to two. 
SSC&B has handled Vicks Double- 
. = Tw Buffered cold tablets for the past 

DOMINATES IDLAND-GODESSR METRO AUDIENCE year. 


Montgomery Ward & Co. followed 
the recent move of Sears, Roebuck 


WITH 


1% in appointing a national advertis- 
ing agency and named Campbell- 
AT SIGN ON-MN Mithun, Inc., to its account. Ward 
was last with Foote, Cone & Beld- 
ing, Inc., but terminated a 22-year 
relationship in 1957. 





















J. H. Filbert, Inc., created a new 
se OF AUDIEN special-products division for all of 
STA. B its food items, excluding margarine, 
M-F . 39.57% and named Cargill, Wilson & Acree, 
SAT. 64.1% 36.0% Inc., to handle the mayonnaise and 
SUN. 73.4% 26.7% other products in the division. 
Young & Rubicam, Inc., retains the 
NIGHTTIME DOMINANCE margarine advertising. 

6PM-MN METRO SHARE OF AUDIENCE Vinumin Core. of Amnecice, 0 @t- 
KMID STA. B sion of Lanolin Plus, named Cohen 
M-F 92.2% 46.6% & Aleshire, Inc., to succeed Dunnan 

SUN. 52.1% 47.5% & Jeffrey on its Rybutol vitamins. 
Fitzpatrick Bros, maker of 
Represented by: VENARD, RINTOUL @ McGCONNELL, INC., NEW YORK Kitchen Klenzer (a product that re- 
CLARKE BROWN CO., DALLAS cently was announced for an ex- 
SOURCES: ARB NOV. “60 SRDS JAN. “61 panded campaign), appointed R. 


Jack Scott, Inc., Chicago, to its ac- 
count. Tobias, O’Neil & Gallay was 
the Fitzpatrick agency. 

P. J. Ritter Co., eastern foods 


MIDLAND-ODES SA firm, went to S. E. Zubrow Co., 
Philadelphia, from Charles W. Hoyt, 





charamel 2@**~ | 
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Answers (Continued from page 25) 
ances can jeopardize the sale of en- 
tire time periods, thus hurting the 
compensation of those affiliates who 
were willing to carry the show, as 
well as the network itself.” 

The problem of clearances is not 
generally that of a station preferring 
to take a spot or local advertiser’s 


purchase of time periods rather 
than the network’s. While such a 
sale, noted NBC’s Allen Cooper, 


would bring the station full payment 
for the time, the station would be- 
come involved with program produc- 
tion costs and with fees to agencies 
“They'd 
probably makes less per hour on local 
sales,” said Mr. Cooper, “than they 
would by taking the network feed.” 
Rather, the problem is that the sta- 
tion in the one- or two-station market 
clears one network’s program in pref- 
erence to another’s, and, while three 
networks compete_for a limited num- 
ber of outlets, the problem will exist. 

The situation at ABC, Julius Bar- 
nathan stated, is not one comparable 
to that at the other networks. Having 
started out with rates far below those 
of NBC and CBS, the network rates— 
and compensation payments — have 
gone upward as its 
strength grew. 


and national spot reps. 


competitive 


In Nobody’s Interest 


Taking up the second point of con- 
tention—the matter of network “rate- 
cutting” — between its affiliates and 
itself, NBC stated, “It is never in the 
interest of the network, any more 
than it is of the affiliate, to have to 
reduce prices, by whatever means it 
is achieved. When reductions are 
made in net prices, by increased dis- 
counts or by program contributions, 
the network alone is affected, because 
affiliates do not share in discounts or 
program contributions. Where re- 
ductions are brought about in gross 
rates, through changes in rate classi- 
fications or extending the contiguous 
rate principle, NBC is more directly 
affected than all affiliated stations 
combined because it loses in two ways: 
through the network’s share of the 
reduction in billings and through 


the full 


amount of the reduction 


in owned -and-operated-station bill- 
ings... 

“NBC’s gross rates are still higher 
than those of our competitors, a con- 
dition which at this time makes our 
selling job more difficult. On the 
other hand, in a competitive system, 
price reductions are a perfectly legiti- 
mate and sometimes necessary busi- 
ness move . . . especially if one of our 
competitors should use ‘lower rates’ 
as its prime setting tool. Often such 
reductions can result in greater rather 


” 


than less revenue. .. . 


Reclassification Success 

To prove this last point, the net- 
work cited the success of its reclassi- 
fication of the Monday-Friday 10-11 
a.m. hour from Class C (50 per cent 
of the Class A gross hour rate) to 
Class D (40 per cent of the Class A 
rate). While still higher than the 
ABC and CBS competitive rates for 
the period, the network considers its 
new rates to be a prime factor in the 
daytime business increase. 

Similarly, while yet too early to 
detail the eventual results of CBS’ 
Morning Minute Plan, initial reaction 
from advertisers is reported good, 
and it appears likely that the change 
will bring in more revenue to the net- 
work than previously. In addition to 
a rate revision, the CBS plan involves 
changes in the traditional methods of 
compensation that will pass along to 
the affiliates some of the lower rev- 
How- 
ever, a substantial increase in the sale 
of minutes during a two-hour daily 
period in which the network has had 
difficulties necessarily would result in 
greater compensation to the affiliates 
than they received previously. Addi- 
tionally, the network made a great 
number of minutes available to the 
affiliates for local sale. 

As the actual number of rate 
changes in the past year is extremely 
small among all three networks, it is 
hard to discern any trend comparable 
to the price-cutting that affected 
radio. “There is no analogy between 
the problems of radio and the situa- 
tion in tv today,” said NBC. “As radio 
audiences declined, there was no basis 
for requiring advertisers to buy at 
the old prices.” 

On the final points broached by the 


enue from summer discounts. 





affiliates (and repeatedly stated by 
numerous national spot reps)—that 
the networks are so much concerned 
with their role as “selling agent” they 
will sell the stations to an advertiser 
at a lower price than the stations 
themselves charge, and that network 
participation-type sales plans under- 
cut stations’ highly profitable spot 
ABC’s Julius Barnathan took 


violent exception. 


sales 


“There’s no similarity,” he said. 
“We're selling an advertiser a na- 
tional program; he doesn’t get to pick 
and choose his markets as he does in 
spot; he doesn’t have the same kind 
of flexibility, and he buys for a dif- 
ferent purpose. Network sales, even 
when a minute is purchased rather 
than an hour or a half-hour, are not 
spot sales at all,” 

From NBC: “The fact is that the 
gross rates which NBC charges have 
always been higher than the aggre- 
gate spot rates of our individual affili- 
ates. . . . There seems to be little 
ground for fear on the part of affili- 
ates that any NBC-TV rate actions 
which have occurred to date will have 
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“When you consider the reams of information 
on television that comes across our desks every 

day, you wonder how we ever keep up to date on 
what’s new. I’ve discovered there is one publication — 
TELEVISION AGE — that is skilled in getting to the 
heart of things in a hurry. Here’s a magazine that 
has a knack for sorting out the nuggets and 

summing them up comprehensively, concisely 


with an eye on the commercial aspects. 


We at Household Finance have come to look on 
TELEVISION AGE as part of our regular reading 
habits. We find there’s wealth of information 


and creative thinking in the many service features 





and interesting articles.” 
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an adverse effect on their own rate 
cards. On the other hand, it would 
seem that the national network ad- 
vertiser, who buys on a wholesale 
basis, should reasonably expect to re- 
ceive a somewhat lower price than he 
would were he able to select indi- 
vidual markets and stations on a spot 
basis. There is ample media precedent 
for this in that the Sunday supple- 
ments and multiple-broadcast-station 
operators offer lower rates than can 
be obtained by purchasing the same 
newspapers or the same stations indi- 
vidually.” 


Extension of Patterns 


As audiences and rates increased, 


noted ABC’s Mr. Barnathan, “net- 


| work buying had to be made more 


flexible, or we'd have gone out of 
business.” NBC, pointing out that less 
than 100 advertisers could afford the 
$5 million per year now necessary to 
buy a half-hour weekly, testified to 
pioneering the less-than-half-hour for- 
mat in 1950 with The Show of Shows 
and participation programs such as 
Today and Tonight. “An extension of 
these patterns was inevitable 

{but} the big and continuing differ- 


| ence between network and spot is that 


we are selling to national advertisers 
for national coverage . . . and the ad- 
vertiser is paying for time and talent, 
rather than for time alone, as is the 


_ case in the sale of spot adjacencies in 





the network schedule. This principle 
has not changed over the years. All 
network clients are potentially spot 
buyers, but only a fraction of the 
stations’ prospective advertisers are 
potential network sponsors.” 


Primary Network Function 


Meeting the idea that a network 
would pare prices in order to ease its 
“selling agent” job, NBC argues that 
a network’s primary function is to 
“provide our affiliates with a com- 
plete, balanced program schedule . . . 
In developing this service, the net- 
work undertakes the responsibility 
and the risks of supplying news, 
sports, public-affairs and entertain- 
ment shows of all types. A related 
network function is providing the in- 
terconnections through which ‘the full 


program service reaches affiliated 








Finally, there is the net- 


stations. 
work’s sales functions, without which 
none of this is possible. To describe 
the network as a sales agent is like 
saying the function of the post office 
is to sell stamps.” 

Those, then, are the thoughts of the 
networks on three topics of conversa- 
tion before, during and after the an- 
nual affiliates meetings. “You'd think 
once we'd made our positions clear,” 
said one network executive, “that 
that would be that, but often the iden- 
tical questions appear a few weeks 
later.” In order continually to refresh 
busy minds on current problems, each 
network works closely with a board 
of affiliate representatives. Meeting 
several times a year, these boards 
prepare questions and suggestions for 
the networks and pass on answers to 
the affiliates at large. In the last 
two years (perhaps coincidentally as 
the competitive picture has tight- 
ened), each of the networks has 
turned to fortnightly closed-circuit 
telecasts to preview programs and 
take up matters of immediate concern 
to the affiliates. “These regular ses- 
sions,” said Don Clancy, administra- 
tive manager for CBS affiliate rela- 
tions, “get a lot of minor things 
out of the way quickly, and keep the 
annual - meeting agenda clear for 
major topics.” 


Minutes for Local Sale 


Among the major topics at present 
is the one concerning the opening of 
minutes for local sale in prime-time 
periods. ABC’s move to make 40 sec- 
onds between shows available to its 
affiliates next fall reportedly was not 
influenced by the stations claiming 
declining network revenue, but such 
claims have been used to bargain for 
minutes at at least one of the other 
networks, and if the ABC move is a 
popular and successful one, the other 
networks will be placed in a position 
of meeting competition in one way or 
another. 

So long as the competitive situa- 
tion exists, and so long as stations 
have valuable services to offer to sev- 
eral parties in need of those services, 
network-and-affiliate conflicts will re- 
main a part of the business—at least 
until those satellites get up. 
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Dynamo (Continued from page 42) 


of the agency, its new billings and 
new business and the problems of 
keeping up with it—of carding ac- 
counts so they can be fed into the 
agency's modern tabulation room on 
the 15th floor—the “tab room” for 
which he was in great part responsi- 
ble. Too, he is concerned with un- 
automatable decisions, such as which 
services a client should rightfully pay 
for (e.g., field research) and which 
services he should not pay for (e.g., 
copy research). (The agency had re- 
cently made a major and successful 
presentation to a client, and such 
facts, and figures and philosophy 
were on everyone’s fingertips.) 


Living by Sufferance 


Mr. Kingsbury recalled that the 
agency had moved into the RKO 
Building in about 1934. “We had just 
a floor and a quarter. Eventually we 
had all of the 25th, 26th and 27th, 
plus part of the 2lst. There was a 
great deal of inter-floor running up 
and down, especially among the people 
in the traffic department, where they 
run all day chasing copy and art and 
account executives. 

“Realistically looked at, we lived 
in the other place by sufferance. And 
no, it is not that much more expensive 
here. We have 57,000 square feet of 
floor space here, as compared to 
33,000 square feet over there. And 
we've room for at least 10-per-cent ex- 
pansion—in the executive department 
—probably considerably more than 
20 per cent over-all.” 

An urgent message interrupted Mr. 
Kingsbury’s reflections, and he ex- 
cused himself, leaving his visitor to 
leaf through a copy of The Years With 
Ross on an end-table, and to ferret 
vainly for secrets from his secretary, 
who explained most patiently that she 
did not put special pills in Mr. Kings- 
bury’s giant philodendron to make the 
leaves split, in contrast to the same 
plant in Mr. Weir’s office, where the 
leaves had ceased splitting about two- 
thirds of the way up the beanstalk. 

Mr. Kingsbury came back, accom- 
panied by Don West, a square-set, 
easygoing man with a kind of Garry 
Moore crew-cut, slightly graying, who 





led the reporter back to his own office 
in the northeast corner of the floor, 
past the southeast duchy of Mr. 
Churchill. 

“Our only and greatest strength,” 
said Mr. West, “is capable, qualified 
personnel. We are only as good as the 
capabilities of the combined man- 
power working for us. Image? What 
is it? A combined philosophy? Is that 
any kind of eidolon? When I came 
here, we decided to make a concen- 
trated effort to obtain the best man- 
power—talent—we could get. 

“As a result, our new business is 
excellent. There was a time not so long 
ago when our only new-business leads 
came from the trade press. And that 
was too late, of course. Now we're 
being asked by many new clients if 
we'd be interested in making a presen- 
tation for new business. . . .” 

At this point, Mr. West had a call 
from someone—apparently an impor- 
tant call—in which he showed that he 
had mastered among other things the 
so-called Madison Avenueisms— 
“Well, if you want to buy me a drink,” 
he chuckled, “you’re a better client 
than I thought you were. . . . Yes, sure, 
when are we going to drop the other 
. . . What? Sure, he called me 
a couple of weeks ago and said you 
might like the advantages of a full- 
dress presentation. . . . Let’s keep in 
touch, and let’s try to get it off dead 
center. . 


shoe. 


..” He hung up. 


Shirtsleeve Executives 


Mr. West made it clear that D&C 
had not added new personnel with the 
purpose of seeking new accounts. 
Rather, they were hired to help service 
the accounts already present, to help 
upgrade those accounts. “We even 
hired men without an assignment,” he 
said, then added, smiling, that there 
weren't many around without an as- 
signment now. “We put them to work 
pretty quickly.” 

Asked about the management team, 
Mr. West said all of the executives 
were, in a sense, shirtsleeve senior ac- 
count executives. “Ed Churchill carved 
this agency out with his bare hands,” 
Mr. West said, then turned from the 
rain-streaked windows and grinned. 
“Hell, I know it’s a cliché, but in this 
case it’s the truth.” 





Asked about the “change” in the 
agency—that is, if there was a change 
now, what was the agency then—he 
said nothing for a full two minutes. 

Then, finally, “We call it a change. 
But it was the instrumentation of a 
philosophy—something to do with 
having the right people in the right 
place at the right time. The transition 
was the result of our combined think- 
ing. Yes, we had this so-called movie 
image, but it’s gone, utterly. The ac- 
count mix here, and the management 
mix, is a very interesting mix. There’s 
Walter Weir and Bill Schneider. . . . 
My own background has been in mar- 
keting, in sales and business manage- 
ment. I’ve only been in the agency 
. . And 
there’s Ollie Kingsbury. Gerry Arthur 
—he’s a wonderful man, too, in pres- 


business some seven years . 


entations. Media is. of course, ex- 
tremely important to us. Gerry, | 
think, is one of the finest creative 
media men in the business. He is the 
greatest, I would say; and he is a 
great salesman and strategist. I wish 
you could sit in on one of our media 
presentations . . 
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“New business? Sales promotion? 
The best new business you can ever 
get is from your own clients . . .” 
Next door, in the office of Walter 
Weir, the pink slips for telephone calls 
were piled deep on the desk top fol- 
lowing one of the key executive's ab- 
sences in the field. It seemed in fact, 
almost like a scene out of Rod Serl- 
ing’s tv play, Patterns, as Mr. Weir 
projected his deft comments on agency 
matters into desk speaker phones, with 
an occasional civil glance at his visitor. 
Mr. Weir, spearheading the man- 
agement team, had only recently 
swung the U. S. Tobacco account into 
the agency, with total billings of about 
$1.2 million. As everyone now knows. 


“Come across the hall,” Mr. Weir 
said. “I think the best way to see what 
we're doing is to sit through one of 
our presentations. Last year we got 
13 out of 21 advertisers who asked us 
to make a presentation.” 

The conference room at Donahue & 
Coe is a cork-lined chamber adjacent 
to the reception room of the big three 
(Messrs. Weir, West and Schneider). 
After some technical delays—the lights 
refused to go up in the conference 
room, and the key to the projection 
room could not be located at once 
the show began, with the first fact 
being that there are “some 6,000 ad- 
vertising agencies in the United 
States...” 





Weekly trend-spotting session brings D&C media director Gerry Arthur 


(shirtsleeves, center) together with media specialists (clockwise from Mr. 
Arthur) Pete Dalton, Joe Hoffman, Phil Brooks and Stu Kaufman. 


half of this billing is with Doherty, 
Clifford, Steers & Shenfield, giving 
D&C and DCS&S an equal share of 
all snuff and tobacco divisions. 
When asked why they chose these 
two agencies, U. S. Tobacco said that 
they were naturally complementary, 
same size, with people in each who 
knew one another and people in each 
who had worked on tobacco accounts. 
“Walter Weir called up, and we talked, 
and I said come back with three things 
service, price, and perspective,” said 
one U. S. Tobacco man. “We also 
wanted to know who was going to be 
working on the account. The agency 
that tells you everyone will be working 


on your account is not being candid.” 
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Mr. Weir sailed rapidly through the 
first score of color slides, which dealt 
with D&C’s size and growth; the loca- 
tion of its offices (New York, Atlanta, 
Los Angeles, and Montreal), and 
capsule bios of the management team. 

Mr. Weir then abruptly changed 
pace and rattled off the company’s 
diversified account mix: 14 per cent 
in corporate and industrial advertis- 
ing, 17 per cent in drugs and sundries, 
23 per cent in foods and beverages, 
10 per cent in publication, 12 per cent 
in fashions and home furnishings and 
24 per cent in travel and entertain- 
ment. : 

This breakdown was made last No- 
vember, prior to acquisition of such 





accounts as Squirt, Banker’s Trust 
Retail and U. S. Tobacco. 

Where are the movies? They are in 
the last group, wearing the “travel and 
eaterlainment” sobriquet. 

Points 20 to 60 in the presentation 
consisted of slides of the company’s 
many products, among which are such 
well-known names as the Kasco and 
Bosco divisions of Corn Products. 
Scheiffelin & Co. imports (spirits, 
wines and liqueurs), Lockheed Elec- 
tronics, the Raytheon Co. (part of the 
account was lost last year, but another 
part was gained), Gorham Co., Bank- 
ers Trust and Security First National 
Bank, Dr. Scholl’s and Scripto, and 
McCall’s, Busi- 
ness Week, Los Angeles Times, New 
York Herald Tribune and the New 
York World Telegram and Sun. 


many publications 


Mr. Weir paused to note that the 
large number of publication accounts 
was rather unusual, since D&C did not 
place as much business in them as do 


some of the giants in the business. 


Presentation’s ‘Heart’ 


He then came to what seemed to be 
the “heart” of the presentation, in 
which he broke down the agency’s 
billings by account size—roughly, 10 
accounts billing more than a million; 
17 accounts billing between $500,000 
and $1 million, and 16 under $500,- 
000. No single account, he empha- 
sized, bills as much as six per cent of 
the agency’s total. 

“In each of our six divisions we 
have men with specialized training 
and experience, working under the 
direction of a divisional head. Each 
account and its divisional head are, in 
turn, under the supervision of one of 
the four members of top management 

Mr. West, Mr. Schneider, Mr. 
Kingsbury or myself,” said Mr. Weir. 

“While each division is not unlike 
a small agency doing from three-and- 
a-half to eight-and-a-half million dol- 
lars’ worth of billing, it has call on a 
horizontal organization of depart- 
ments and department heads of higher 
calibre than any one, individually, 
could afford.” These super depart- 
ments, he said, include marketing and 
research, planning of copy and art, 
print and broadcast media. 


“This method of operation,” Mr. 














Weir continued, “gives every account, 
regardless of size, direct draw on the 
soundest experience and most prac- 
ticed skill in the agency—with account 
groups whose every member reports 
to and works under department heads, 
a divisional head and a member of 
In short, the client is 
theoretically assured of a square deal 


management.” 


in which every ounce of talent and 
energy is fully employed in his behalf. 


Recognition of Talent 


The last statement is conditioned by 
the word “theoretically” 
any business man knows, the Donahue 


because, as 


& Coe organization, as outlined above. 
is not particularly unique and does 
not in itself guarantee results. The 
“orid” pattern might even act against 
a client’s interest in the sense that 
mistakes might be re-enforced, or good 


muddied, or 


caught in a squeeze play. Any system 


ideas creative talent 
is only as good as the people in it- 
and it is the recognition given to 
creative talent, a recognition that goes 
far beyond the usual lip-service, that 
is chiefly responsible for Donahue & 
Coe’s recent astonishing rise among 
advertising agencies. 

Lest the term “creative” be mis- 
understood as it is applied at D&C. 
some of Mr. 


quotes on the subject, published since 


here are Weir’s own 


he joined the agency: 

“This thing we call creativity can 
involve packages, methods of distribu- 
tion, types of retail outlets, sales force 
and anything else investing the move- 
ment of a product with new vigor. .. . 
It is a very personal thing. . . . I sup- 
pose the most successful creativity 
starts in the product itself. . . . Suc- 
cessful creativity depends very much 
on the ability of the client to accept 
it. 


The Lennen Philosophy 


Among the above thoughts, at least 


one—that creativity starts in the 


product—can be traced directly to the 
late Phillip Lennen, founder of Lennen 
& Newell. In Mr. Weir’s recent book, 
On the Writing of Advertising, he ex- 
pressed his admiration for Mr. Lennen 
and recalled that one obituary notice 
had said that Mr. Lennen “had two 
s: ‘Find the man’—by which 


pet saying 





he meant that a client or an agency 
ought to go out and find the most ex- 
perienced person possible to handle 
an account or create ideas for it—and 
‘The gifted product i is greater than the 
gifted pen’ 

With regard to new-product devel- 
opment, Mr. Weir pointed out that 
this is a sensitive area in which he 
could have little to say for publication. 
(Other sources, however, stated that 
the agency had played a very active 
role in product styling, such as the 
new Scripto tilt-tip pen, and the devel- 
opment of new products and client 
services, ) 

But Mr. Weir had no reserves about 
discussing the agency’s success in 
“finding the man.” He had, in fact, 
added a cartridge of color slides to 
the presentation, with candid glimpses 
of key men and new additions going 
about their work: Larry Gibson, re- 
with Corn 
Don Smith, account execu- 


search head, 
Products: 
tive, who will most likely take over the 
newly acquired U.S. Tobacco account, 
and a dozen other names—Fred 
Harvey, Gene Fey, Bill Schmick, Mort 
Nosatin, Maitlin Jones, Warren Dona- 
hue (the only Donahue on_ the 
. Dick 


nearly all of them young men. 


formerly 


premises; there is no more Coe) 


Moses 


Background in Media 
Mr. Weir had special praise for 
Arthur, 
director formerly with Fuller & Smith 
& Ross and Campbell-Ewald. “ 
the heavy print emphasis at the for- 
mer,” said Mr. Weir, 


media 


Gerry the 36-year-old media 


Despite 


“Gerry has an 
enormous background. He 
knows media. I have never seen him 
come into a conference with a copy of 
Standard Rate and Data Service under 
his arm... .” 


Arthur, who 


pleasant niche in the south wall, far 


Gerry occupies a 
from the organization men and near 
to the sunniest of D&C’s secretaries, 
took a look at a different kind of gate- 
fold which his visitor had just pro- 
duced. It was a check list for media 
planners, and it contained nearly 200 
points that a media man should take 
into account before buying. 

“That thing,” Mr. Arthur said, “can 
be reduced to one paragraph—what 
is a client trying to do in terms of 





sales program and objective? Next, 
draw a profile of the potential audi- 
ence and determine through research 
what media to use to accomplish the 
objective.” 


Last year Donahue & Coe placed a 
little more than $10 million in tv and 
radio. Nearly $9 million of this was 
tv—a figure that will be increased by 
at least 25 per cent this year, accord- 
ing to Mr. Arthur. 
be mainly a result of an increase in 


This increase will 


accounts best handled on tv, however, 
not through any particular love of the 
medium. He feels that tv is wanting 
in some respects when looked at from 
the point of view of promotability at 
the point of sale—an area in which 
D&C has always been very active. 
On the other hand, Mr. 


led D&C in spotting major trends in 


Arthur has 


tv programming and buying. He gives 
his media plans board credit for spot- 
ting the tv trend to participations a 
year-and-a-half before others saw it. 
Mr. Arthur found it a way of attain- 
ing tremendous unduplicated audi- 
ences, 


But his main objection to tv is that 
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it has tended to emphasize quantita- 
tive over qualitative approach. “It’s 
not the fault of the networks,” he says. 
“It’s the nature of the beast. Tv grew 
that way, and it grew too fast. Now 
we are taking a second look, and we 
are thinking in terms of cost per sale 
as well as cost per thousand. We want 
qualitative. By that I don’t mean 
something from Tiffany’s. Take an 
example: For Squibb we have People 
Are Funny; we wanted and we got a 
good, neutral, solid family audience. 

“We helped pioneer such arrange- 
ments as the ‘road show’ technique, in 
which we try a program out in a good 
test market before we buy the series, 
rather than pour a client into it, risk- 
ing the capital on network.” 

On the positive side of television, 
Mr. Arthur says it is far more dy- 
namic and has much more “velocity” 
than do the other media. Some prod- 
ucts and services, such as those that 
depend on consideration and prestige, 
he feels, might be better presented in 
magazines or other forms of print. 
“Part of the over-all problem,” he 


says, “is that too many people forget 
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that media is only the carrier of the 
sales message. Too many are carried 
away with the idea that it is more than 
that. But it is the selling message that 
does the work. A good media man 
today must think first of all in a sales 
sense. All of our media planning be- 
gins with marketing sessions.” 

Mr. Arthur is not in the least cold 
to the idea of trying to dominate a 
medium, but he is quick to criticize 
those who try to do so by sacrificing 
a client’s interest in other media. 
Better, he says, to find new ways of 
using established media. “It calls for 
thorough research to stay on top of 
the media. For that, we've got a re- 
search unit which tries to spot changes 
in such things as viewing habits and 
audience composition. For example: 
are people moving around in such 
ways as to make radio more inter- 
esting?” 

To dominate a medium, he says, 
you must be able to beat the com- 
petitor to the punch; when you are an 
that does not 
million accounts, you have to be all 


agency have multi- 
the more quick, for you can’t go out 
and throw your weight around to bar- 


gain for rates. 
Remaining Team Member 


William H. Schneider, the remain- 
ing member of the management team 
at D&C, was either dozing or musing 
miles away when he was asked. late 
one afternoon, what he thought about 
advertising in the ’30s as compared to 
advertising in the ’60s. 

Mr. Schneider, who has a kind of 
Cajun wit, declined at once to become 
philosophical. Instead, he lit a cigar 
and stated something about the rain, 
which was framed beyond the north 
window by two very tall billiard- 
parlor-green-covered screens on which 
were pinned recent examples of Mr. 
Schneider’s creative contribution to 
adland. The tear-sheets were hung 
with the aid of a T-square which was, 
in turn, hanging neatly on the wall. 
Opposite was a large wall mural by 
Ben Shahn. It wasn’t really. It was a 
blow-up of an ad entitled “Urban 
Growth.” 

Mr. Schneider handles both movie 
accounts and the men’s and women’s 


hosiery accounts of Burlington Miils. 








Robert H. Van Roo has been ap- 
pointed promotion manager of WITI- 
TV Milwaukee. Most recently he was 
promotion manager at A. C. Nielsen 


Co., Chicago. 





as well as lending his creative skills 
to others. It was he who predicted, 
among other things, in an article in 
1959, that “more advertising people 
will catch on to the fact that television 
is primarily a pictorial medium, and 
that tv commercials are not radio com- 
mercials with magic-lantern slides. 
Copywriters will be told to lay off 
while the artists work out a great pic- 
torial sequence, then the writers will 
fit in the words—if any!” 

In the course of a long talk into the 
evening, he reviewed most of the 
points that have already been dis- 
cussed concerning the personnel and 
creative approach of Donahue & Coe. 
It was. about half-past six when a 


gentleman stuck 


chipper, handsome 
his head in the door and asked what 
was going on. 

“It’s an article about the agency, a 


profile,” Mr. 


when the man excused himself and 


Schneider said. And 


was gone, Mr. Schneider said, simply, 
“That was Ed Churchill.” 

The halls were dark as the executive 
and the reporter walked toward the 
reception-room cloak closet. 

“Would you take in a backbreaking 
account like Revlon?” the reporter 
asked. 

“Sure, it’s easy to staff up.” 

“They say Charlie Revson is hard 
to please.” 

“They said the same thing about 
Louis B. Mayer, but I worked with 
him for years.” 

“Who turned out all the lights on 
the floor?” 


“Ed did.” 
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Sticking (Continued from page 32) 


cus states that, “I enjoy finding new 
products and making people want 
them. I follow through to make the 
maximum number of people buy the 
product in the shortest possible 
time.” 

Now that he had the product, the 
problem was merely to put it quickly 
before the maximum number of peo- 
ple. A simple demonstration was all 
that was needed to sell the glue, 
thought Mr. Marcus, but how many 
demonstrators would be needed to 
reach a great many people? Too 
many. All right, then 





use one dem- 
onstrator and put him into everyone’s 





On ‘Disbelief’ 

That Government has a re- 
sponsibility toward encouraging 
the business of advertising and 
selling was the position main- 
tained by president Arthur C. 
Fatt of Grey Advertising, Inc., 
in a speech to the Advertising 
Federation of America. 

Mr. Fatt advocated recogni- 
tion of the fact that business 
and Government “are on the 
same team and . . . driving for 
the same goal,” and cited Presi- 
dent Kennedy’s view, expressed 
in a letter to him, that he hoped 
the Advertising Federation “will 
accomplish its stated objective 
of establishing a closer relation- 
ship . . . and create a better 
understanding of advertising as 
a dynamic force in the national 
economy.” 

In his talk, “Can Disbelief 
Keep America Rolling Ahead,” 
Mr. Fatt admitted that some of 
the criticisms of advertising are 
valid, but warned that the funda- 
mental disbelief and lack of con- 
fidence in advertising by many 
people can seriously undermine 
our free-enterprise system and 
high standard of living. To 
counter this disbelief, Mr. Fatt 
said, “We cannot sell too much 
nor too hard. If any criticism 
of advertising and selling were 
justified, it would be that they 
have not been effective enough.” 














home through television. 

The decision was that simple. 
Philadelphia was selected as the ini- 
tial market, and a three-week satura- 
tion campaign was placed. The com- 
mercial approach was a little more 
dificult. Mr. Marcus knew the fast- 
talking, highly animated street-corner 
salesman wouldn’t do. He wanted 
“the guy next door showing you how 
to make repairs around the house 
entirely unsophisticated and real.” A 
man for the job was found: John 
Elsworth, not particularly handsome, 
not particularly unhandsome, not 
particularly cultured in speaking, but 
not uncultured, either. An ordinary 
next-door Joe. 

Because the.glue’s ability to stick 
and hold tight within 20 seconds is 
the highlight of the commercial, the 
advertiser ruled that only one camera 
would be used while the “action” was 
being shown. As the demonstration 
would be done live each and every 
time it was telecast, Mr. Marcus 
wanted the audience to understand 
fully there was no deception involved, 
no camera switching. In Philadelphia, 
then, nine years ago, the demonstra- 
tor stepped before the red tv eye 
countless times and glued two blocks 
of wood together each time, banging 
the blocks on the table to prove they 
were stuck for good. In the interests 
of reality, the demonstrator’s words 
varied slightly with each telecast, but 
he never failed to say at the end of 
his little show, “Thank you so much 
for watching.” 


Approach Plus Product 


The results? Maybe it was the nat- 
ural approach—although the medium 
of 1952 was not so “slick” as it is 
today—or maybe the credit goes to 
a “good product,” or perhaps to 
video’s facility for making the most 
of such a product, but the sales in 
Philadelphia were reported “in pro- 
portion [since Mr. Marcus was not 
buying nearly the amount of time he 
later purchased] to the highly suc- 
cessful sales he has received ever 
since.” 

Certain that he had found the 
right medium on his first try, Mr. 
Marcus moved on to Cleveland. In 
the Ohio city he placed his account 





at Marcus Advertising, Inc., an 
agency whose president, Donald Mar- 
cus, coincidentally bears the same 
surname as—but who is not related 
to—his client. It became the agen- 
cy’s task to make a study of each 
market and its potential before ad- 
vising the client “what to do, when 
and how much.” 

According to Lloyd H. Rhodes, 
vice president on the account, “one 
of the prime reasons for the Instant- 
Grip campaign successes is its ex- 
treme flexibility: the changing, add- 
ing to or lopping off—on a moment's 
notice—of tv schedules and other 
promotional material.” 

The flexibility referred to appeared 
in the New York placements where 
Instant Grip appeared early in Jan- 
uary on several stations, skipped to 
two others as the first schedule ex- 
pired, then returned to some of the 
original channels for one-week wind- 
up drives. 

Frequencies used per station varied 
from four minutes per week on the 
higher-priced network outlets to 13, 
14 and 16 spots per week on each of 





COMPARISON PROVES .. . 


Anyone who takes times to 
compare the available informa- 
tion, will find WSAU-Televi- 
sion in the top 3 markets in the 
nation for efficiency. 

Comparison further proves 
WSAU-TV delivers the largest 
audience of any television sta- 
tion in the central 27 counties 
of Wisconsin. 

Check this absorbing story 
with any of the Meeker men or 
Harry Hyett. 


WSAU- Fv 


WAUSAU, WISC. 


ARB, 1960 Coverage Information 
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SOY 
BEANS 


They started in China but ever 
since Henry Ford we've grown 
them in lowa. They are our 
number two crop right now. 
The closest you've ever come 
to them, I suppose, may have 
been in soy sauce. You know 
you put it on chop suey, egg 
fooyung and stuff. But in lowa 
they are a big thing, and 
they've been contributing no- 
tably this winter to the good 
feeling we have out here. | 
sold mine too soon in a way. 
I got $2.24 a bushel. That 
wasn’t the top but it was close. 
An old banker I once knew, 
used to say, “It’s all right to 
be a bull or bear in the market 
but don’t make a damm hog of 
yourself.” We raise a lot of 
hogs here too, but you don’t 
have to be a hog to appreciate 
lowa. We had about 100 acres 
in beans. They went a little 
over 35 bushels to the acre. 
We did all right. Everybody's 
doing all right out here. Farm 
income is about $12,000 a 
family—makes it a good place 
to advertise. We have a kind 
of captive audience up here of 
some 55,000 homes. We carry 
nearly everything NBC has 
from 6:30 in the morning to 
12:00 at night, and our rates 
are real low. We're in the 
Standard Rate and Data just 
like the up town boys. Have a 
look, you'll be surprised. 


KQTV 


FORT DODGE, IOWA 


National Representative: 


John E. Pearson TV 


New York, Chicago, Atlanta, 
Los Angeles, San Francisco, 
Dallas 
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| the other stations. As the product re- 


| lies solely on minutes, its schedules 
| are primarily nighttime. “It has been 
discovered,” noted the agency, “that 
late-night times reach the most re- 
sponsive audiences, with week-end 
daytime a close second.” 

Until the New York debut, when 
the commercials were put on tape, 
previous Instant-Grip schedules 
through the past nine years have 
been virtually 100-per-cent live. The 
demonstration has not changed: the 
aforementioned wooden blocks or the 
two halves of a broken plate are 
spread with glue, pressed together 
and banged on the table to show how 
permanently they’re joined. 

Naturally, before the advent of 
tape recording, because of the one- 
camera technique used, much of the 
audience interest in the commercials 
came from an expectation that some 
night, somehow, the glue wouldn’t 
work and the blocks would fly apart. 
The agency still winces at the mem- 
ory of one night it happened. Bang- 
ing the table furiously, the demon- 
strator was startled to see a block 
fly into the air. He waited to hear it 
clatter to the floor, but there was no 
sound. He looked around, searching. 
It was nowhere to be seen. Still on- 
camera, he glanced upward and then 
motioned for a zoom in on the block 
firmly Instant-Gripped to the studio 


ceiling. 


Embarrassing Moments 


And in thousands of telecasts there 
have been a few other commercials 
in which (for technical reasons such 
as the studio lights being too hot) 
the glue just wouldn’t stick. “Sorry,” 
says the demonstrator in a smooth, 
unflustered delivery, “I didn’t give 
it a chance to dry. As the directions 
on the tube state, you really should 
let it set for a few minutes.” In the 
eyes of the company, cool and col- 
lected explanations not only smooth 
over the situation but heighten the 
audience’s belief that the demonstra- 
tor is the victim of a mistake that 
could happen to anyone. 

When a live commercial does go 
wrong, the demonstrator is author- 
ized to purchase another announce- 
ment immediately following so the 





same viewers can see that the prod- 
uct really works as claimed. Satura- 
tion schedules are used not only te 
sell the glue but to force distribution 
in variety, drug, hardware and sta- 
tionery stores, as well as supermar- 
kets. 

Before the commercials begin run- 
ning, the company and agency set up 
the usual mailings to dealers of cata- 
log sheets, sales letters, coverage 
maps, tv schedules and so on. “How- 
ever,” said Mr. Rhodes, “from then 
on, television builds up consumer de- 
mand and makes further sales pro- 
motion unnecessary.” Outlets are sup- 
plied with display streamers and are 
assisted in arranging in-store demon- 
strators, if they want an extra local 


push. 
New Consumer Product 


Consolidated Chemical’s other 
products are industrial in nature, but 
the company “has a new consumer 
item in the works.” Its immediate 
plans, however, continue to revolve 
around the wonder glue, which it pro- 
motes heavily in a small group of 
markets each year. 

One basic similarity between the 
Instant-Grip technique and that of 
the old-fashioned sidewalk pitchman 
is evident. Where the sidewalk sales- 
man would fold his display stand and 
move on to another town, Instant- 
Grip follows the same pattern. After 
its initial saturation splurge, the prod- 
uct is seldom seen again on the air- 
waves in a market. The agency notes 
that it has experimented with keeping 
token schedules on after the “barrage 
has been completed, but this is un- 
important; however, there has been 
a profitable and continuous repeat 
business throughout the years from 
all markets originally ‘hit—without 
any further advertising.” 

In addition to the markets men- 
tioned earlier, Instant-Grip has sold 
in the past in Washington, Pitts- 
burgh, Buffalo, Wheeling, Erie, Min- 
neapolis-St. Paul, Milwaukee and 
Portland, Me. Since much of the 
product’s success evidently depends 
on its being the only product of its 
kind on tv in a market, the agency 
is understandably reticent about 
where it will strike next. 
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Daytime (Continued from page 29) 


time users have not increased their 
use of the medium in spite of the 
tempting network offers. 

S. C. Johnson & Son, Sterling Drug, 
Miles Laboratories and General Mills 
are the exceptions, but only Johnson 
made a very encouraging and highly 
significant move—boosting its num- 
ber of sponsored daytime quarter- 
hours from 4.0 in 1960 to 18.0 this 
year. Sterling and Miles added to 
morning's rise somewhat, while Gen- 
eral Mills added a fractional segment 
in both morning and afternoon. 

On the debit side, Shulton, Inc.., 
which appeared only in afternoon 
during the 1960 survey, had dropped 
out of daytime altogether at the time 
of this year’s count. Colgate and Gen- 
eral Foods cut back in both morning 
and afternoon periods, and Kellogg 
halved its afternoon buying. Even 
in the face of Procter & Gamble’s 
staying exactly at its 1960 level of 
activity, arch-rival Lever Bros. 
showed a considerable reduction in 
its afternoon schedule. Thus, on the 
Nielsen survey, the number of spon- 
sored morning quarter-hours for the 
10 advertisers rose to 75.6 this year 
vs. 59.0 last year, but afternoon seg- 
ments declined to 191.5 from 230.8. 
For the entire day, a decline from 
289.8 to 267.1 was noted. The de- 
crease happily was considerably less 
than that of the preceding year when 
the total fell from 411.1 to the 289.8 
figure. 


Whither Daytime Budgets? 


What has happened to the daytime 
budgets of these “giants?” Part of it 
has gone to increased nighttime costs. 
some to early-evening shows that 
reach the kids and housewives and 
tired husbands all at once, and some 
to the participationers and late-night 
shows. In spite of this kind of dollar 
movement, the daytime sales depart- 
ments of the three networks—in ex- 
pressing their outlook for this year 
and the future in general—are more 
than optimistic. 

NBC perhaps is most cheerful now, 
as James Hergen, director of daytime 
sales, can boast about a gross volume 
for March that ran 40 per cent ahead 





of 1960. The network’s sales began 
climbing last fall when it inserted 
new game and comedy shows into its 
line-up; by year-end, sales were re 
ported 30 per cent higher than the 
previous year and still climbing. Cur- 
rently, says Mr. Hergen, sales are at 
70 per cent of capacity. 

The advertiser interest in the net- 
work is not solely attributable to new 
programs, of course. Last year NBC 
engaged in some “re-pricing” that in- 
cluded the establishment of a Class 
“D” rate for the 10-11 a.m. period, 
and, while the network’s minimum 
unit of sale remains “one quarter- 
hour in a designated program on a 
designated day,’ 


° 


it now allows quar- 


“special” 
programs to place two of their al- 


. 


ter-hour sponsors of four 


lotted three minutes in the same 
shows during other days within a 
two-week period. The network’s 
“double cross-plug” policy here, it 
carefully explains, is not “an unre- 
stricted sale of minutes, as ABC-TV 
or CBS-TV practices.” 


Major Selling Campaign 


Admittedly spurred by ABC’s low- 
priced gains and CBS’ highly com- 
petitive rating picture, NBC em- 
barked last year also on a selling 
campaign involving two major day- 
time presentations. With its new pro- 
grams pushing its a.m. ratings ahead 
of CBS, NBC feels it’s in good shape 
for the summer. “A few major addi- 
tions could make things look great,” 
said Mr. Hergen. He cited a renewed 
interest in daytime on the part of 
many advertisers as a basis for his 
optimism: “The attitude has changed 
from one of using daytime because 
there’s a few dollars left over after 
the nighttime budget is locked up to 
one of looking at daytime as a selling 
medium in its own right.” A factor 
here, of course, would be the in- 
creasing number of low-budget ad- 
vertisers who want television, can’t 
afford nighttime schedules and choose 
daytime instead. 

At CBS-TV, daytime sales man- 
ager Joseph Curl was quite pleased 
with the picture for the first six 
months of 1961. “We'll be over 


budget,” he said, “that is, well make 
more money than estimated at the 





beginning of the year.” For the Jan- 
uary-February period it is known 


that the daytime unit sales at the net- 
work were better than 10 per cent 
below the comparable 1960 period, 
but CBS had figured on an even 
greater decrease in its yearly budget 
computations. To halt the slide more 
quickly, the network put into effect 
in February its highly controversial 
“Morning Minute Plan” that theo- 
retically enables an advertiser to buy 
a single minute of network time. A 
few weeks later it bounced two shows 
to make way for a brace of quizzers 
in direct competition with NBC’s 
high-flying Concentration-Price Is 
Right combination. 

While yet too early to determine 
the effects of the CBS moves on the 
over-all daytime situation, Mr. Curl 
remarked that the “minute plan 
didn’t lose any of the advertisers we 
had in the 10-a.m.-12-noon period, 
and it added Curtis, Bon Ami, 5. C. 
Johnson, Kellogg and others.” On 
the ratings picture, while acknowledg- 
ing the NBC rise in the morning, he 
pointed to a CBS afternoon superior- 
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SIGN ON A_ REDUCING 
PARLOR . “It's your BE- 
FORE we're after!" 
Wheeling wirf-tv 

THE THING most women 
dread about their past is its 
length. 
wtrf-tv Wheeling 

KAREN COED REPORTS that when an Ohio 
State Prof asked Mike to name iwo ancient 
sports, Mike answered “Anthony and Cleo- 
patra!" 


T. R. Effic! 


Wheeling wtrf-tv 
DIDJA HEAR about Metrecal getting an 
award . . . the Nobelly prize? Or the lady 
South of the Border who dieted herself back 
to her former svelteness . and whose 
proud husband calls her his ‘“Metrecali 
Rose"? 

wtrf-tv Wheeling 
TWO BUSINESSMEN were talking. “Is your 
advertising getting results?"’ inquired the 
first. “It sure is!"' moaned the second. “Last 
week we advertised for a night watchman 
and the next night we were robbed." 

Wheeling wirf-tv 
ADVERTISING RESULTS in the Wheeling- 
Steubenville Industrial Ohio Valley are suc- 
cessfully delivered by the big and buying 
TV audience dominated by WITRF-TV from 
Wheeling. Ask George P. Hollingbery to give 
you the specifics. 

wtrf-tv Wheeling 
DIDJA NOTICE? A man's horse sense seems 
to desert him whenever he's feeling his oats! 

Wheeling witrf-tv 
JUST REMEMBER, nudism is merely a differ 
ent way of looking at things! 


CHANNEL WHEELING, 


SEVEN WEST VIRGINIA 
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ity. “For February, 10 a.m. to 5 
p.m.,” he said, “Nielsen average- 
audience figures gives us an 8.7, 
NBC a 7.9 and ABC a 3.9.” 

Declining to make a prediction as 
to next fall’s daytime business on 
CBS, the executive did point out that 
the early lock-in date on much of the 
network’s nighttime schedule was re- 
sulting in some subsequent daytime 
placements. “Major advertisers still 
buy daytime for discounts,” he said, 
“and a solid nighttime picture can 
help daytime considerably.” 

Ed Bleier, vice president for day- 
time sales at ABC-TV, claimed a new 
trend had developed in the sunlit 
hours to enable the network to have 
its most successful six months in his- 
tory during the fourth and first quar- 
ters. “Basically,” he said, “the medium 
is attracting more new advertisers and 
more different types of advertisers 
than ever before—making for a vital 
and exciting picture. There’s also a 
move toward experimentation, such as 
with P. Lorillard’s first use of daytime 
for cigarette advertising.” 

For summer, the executive said, the 
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but 2 million cows. 


WEAU-TV 


EAU CLAIRE, WISCONSIN 
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outlook was “better than last year, but 
naturally not as strong as the period 
we've just gone through—when there 
were weeks we were completely sold 
out, and averaged about 90-per-cent 
sold.” Mr. Bleier believes more indus- 
try-wide promotion of daytime is 
needed, noting that the network has 
contacted TvB about doing a major 
promotion on the medium. “NBC's 
two recent studies on daytime per- 
sonalities and audience-reach are ex- 
cellent steps in the right direction,” 
he feels. 

Commenting on the CBS-TV morn- 
ing moves, the ABC vice president had 
severe reservations. “The plan will 
help us,” he thought, “as we found 
when we shifted Queen For a Day that 
you give the other networks a chance 
to attract part of your former audi- 
ence. A personal feeling is that the 
plan was instituted more to solve the 
network’s problems than to solve the 
clients’. Still, the dispersion plans we 
pioneered have enabled the little guy 
off the street to buy with the efficiency 
of Procter & Gamble—and it remains 
to be seen how the CBS policy will 
work out.” 

The statement could apply to the 
entire future of daytime tv, a medium 
that is in a new state of flux—both 
from the standpoint of selling patterns 
and of advertisers buying into it. The 
prospects appear bright; how bright 
they will be remains to be seen. 





Mechanized (Continued from 31) 


As media operations become easier 
through greater speed and accuracy, 
Y&R’s clients will be better serviced. 
They can receive estimates of cost 
more quickly or can make schedule 
changes with less effort. Keeping 
track of a client’s budget or match- 
ing a sale to advertising dollars spent 
is a function made to order for 
automation. 

When the second stage of Young 
& Rubicam’s three-stage program has 
been completed, the accounting de- 
partment and the media department 
will have been relieved of innumer- 
able details of billing, paying, con- 
tracts and estimates. In the media 
department, hopefully, the buyer will 
be released for creative planning and 


buying. It will be at this point that 
what Y&R calls its “blue-sky phase” 
will go into effect. By this, the agency 

means that the sky’s the limit and that 

the computer will be put to work at 
whatever services seem even remotely 

possible. 

One important area in this “blue- 
sky phase” of the computer system 
is research, where the speed of com- 
piling so much available data would 
permit many possibilities. Although 
the machine can’t theorize in the 
human sense, it can theorize what 
would happen in certain situations 
by projection of a set of circum- 
stances. For instance, if the computer 
had stored in it two years of data on 
the success or failure of buying spot 
in a certain type of tv program, it 
would be possible to come up with 
the odds in favor of or against this 
same type of program being a good 
buy in the third year. Another ad- 
vantage to this automated theorizing, 
it has been noted, is that if the buy 
is unsuccessful, you can always blame 
the machine. 

As Y&R’s computer system begins 
to realize its fullest potential, the 
timebuyer, far from being replaced, 
should become free enough to be able 
to make significant contributions in 
the marketing area, Mr. Farrand 
says. As the agency’s business ex- 
pands, a buyer may be influential in 
the determination of test markets. 
With the aid of the computer a buyer 
could have more information quickly 
at hand in order to evaluate market- 
ing factors. 

The many benefits, both proven 
and possible, to Young & Rubicam 
from their acquisition of the com- 
puter system have obviously made the 
expense and complication of main- 
taining the machines worth-while. In 
Mr. Farrand’s opinion, the agency 
should fully realize the system’s value 
in approximately another year. 

The system, which is made up of 
17 units, is housed in a specially con- 
structed room in the agency’s ac- 
counting department. Because of the 
machine’s extreme sensitivity, the 
room must be soundproofed and air- 
tight, with its own air-cqnditioning and 
humidity-control system. Even the 
floor is made to order for the comput- 
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ers. It is called a “floating” type and 
has an eight-inch space underneath for 
distribution of air and for the mil- 
lions of cables and wires which con- 
nect the different units. The agency 
must also maintain men skilled in 
detecting the slightest sign of tem- 
perament in the units, as well as two 
programmers hired from outside the 
agency. 

There is only one central computer 
to the system. The other 16 units 
are there solely to wait on the cen- 
tral one. They feed data into the com- 
puter, store raw data in various ways 
and record the completed informa- 
tion that comes from the central unit. 
With these 17 units, in one minute 
the system can do 20,000 additions or 
subtractions, its magnetic tape can 
absorb over 240,000 digits, and its 
magnetic drum can hold 1,050,000 
alphabetic or numeric characters. The 
high-speed printer, used already with 
success in insertion orders, can print 
completed, checked information in 
lines up to 130 characters long at 
the rate of 10 single-spaced type- 
written pages every minute. 

Although these facts are dramatic 
in a mathematical sense, the real work 
of the machine is prosaic in that it is 
really able only to add one and one. 
But in the millionth of a second that 
it does this addition, it can come up 
with complex answers in subtraction, 
multiplication and division. 

The idea, however, of a science-fic- 
tion type robot come to take over at 
Young & Rubicam is still a myth. 
This so-called “brain” is no good at 
all without human brains to start it 
“thinking.” While the “blue-sky 
phase” in Y&R’s program may yield 
some dramatic influence on the whole 
area of media planning and buying, 
so far the media man is still very 
much in evidence. 


Newsfront (Continued from 19) 
were shown to spend less time watch- 
ing television. 

Moving away from mere _head- 


counting, the NMS presentation in- 
cluded qualitative data on the types 
of program favored in older-viewer 
homes, high-income homes and so on. 
Westerns, for example, reach more 
lower-income homes, while the aver- 






Joseph W. Fitzpatrick has been 
named assistant to the comptroller of 
American _Broadcasting-Paramount 
Theatres, Inc. He came to AB-PT in 
1956 from Price Waterhouse & Co. 





age situation comedy and mystery 
drama reach more of the upper-in- 
come homes. The average weekly 
magazine measured by NMS had the 
same audience pattern as the average 
tv situation comedy and mystery 
show so far as age groups were con- 
cerned. 

While the basic techniques em- 
ployed in NMS are not new in the 
fields of tv or magazine audience re- 
search, the continuing study should 
prove as valuable to advertisers using 
media combinations as Nielsen’s ex- 
isting video data is to television users. 


About-Face for P&G? 


In an apparent turnabout in buy- 
ing tactics, Procter & Gamble has 
been putting its money into a num- 
ber of one-shot specials. Since the 
beginning of last season the company 
has sponsored eight such programs 
over NBC-TV. 

Does this indicate a trend away 
from P&G’s_ mass-circulation and 
number buying? So far, there is no 
obvious cutback in its usual spot and 
network activity, but by supplement- 
ing it with full-sponsored specials, the 
advertiser may think to rope in cer- 
tain viewers missed with other pro- 
grams. 

There is no discernible type of sub- 
ject matter that attracts P&G. Aside 
from the similarity of three of the 
programs—a half-hour Oscar Night 
In Hollywood preceding the Oscar 
awards last April, the Emmy-award 
telecasts last June and this May 16, 






and the newest entry, The Golden 
Age of Hollywood, slated for a late 
November airing—the specials range 
from drama to documentary. 

Procter & Gamble’s first switch was 
with the two-part What Makes Sam- 
my Run? on last season’s Sunday 
Showcase series. Also in the series 
was the P&G-sponsored One Loud 
Clear Voice. Two completely differ- 
ent shows were How Tall Is a Giant?, 
a show on the Mexican Little League 
team, seen June 14, 1960, and again 
last March 23, and The Square 
World of Jack Paar, due for a repeat 
on May 2 after its first appearance 
several months ago. 

On Dec. 29 P&G picked up the 
Project 20 hour-and-a-half Victory 
At Sea. Another documentary is JFK 
—Report No. 2, which the company 
purchased through Benton & Bowles 
for April 11. 

Just to show that it still has its 
eye on the mass market, Procter & 
Gamble has bought a new half-hour 
series for fall tentatively titled Car 
54, Where Are You? 





INTRODUCING THE NEW 


DRYDEN-KAST 


HOTEL ? 


39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms ¢ Terraces « New 
appointments, newly decorated « 
New 21” color TV ¢ FM radio « New 
controlled air conditioning « New 
extension phones in bathroom « New 
private cocktail bar « Choice East 
Side, midtown area « A new concept 
of service. Prompt, pleasant, un- 
obtrusive. 


Single $15 to $22 Suites to $60 
Special rates by the month or lease 


Robert Sarason, General Manager 
ORegon 9-3900 
Teletype: NY 1-4295 





April 17, 1961, Television Age 67 












...and there’s this monster a 


that keeps 
snatching aw, 


by 


advertising Fe 


contracts... 






“This is the fourth time I've had that 
nightmare. But I think I’ve figured 
out what’s bugging me. 





















“but suppose some advertisers need 
what we've got, for some other good 
reason. We have at least ten reasons 
besides the one we’re promoting, but 
how are those advertisers going to know 
we've got what they want? Get it?” 





“hey —that’s it! That’s the place to 
put all our sales angles. Every last one 
of them, anchored here where every 
prospect has to look before his schedule 
is frozen. Thanks a million, honey— 
that does it.” 






a 
“As promotion manager, I’m responsi- 
ble for the ads that create a basic im- 
pression of our advertising medium. 





» 
“T think so. But tell me, don’t adver- 
tising people use that directory thing — 
Standard Rate and something — when 
they’re working up schedules?” 


with competent, strategically placed 


information in SRDS 
YOU ARE THERE 
Selling by helping people buy. 


/ 


a ~ 7 


= 






“So, naturally, we play up our strong- 
est sales point — to register a simple, 
convincing impression. But this puts all 
our eggs in one basket. It’s a good, hon- 
est basket and we get business from it... 





“Oh, sure—SRDS. I guess lots of them 
keep copies at home same as I do. But, 
sweetie, we have an ad in there with our 
basic impres — hey — 





SROS Standard Rate & Data Service, Inc. 
the nationai authority serving the media-buying function 
C. Laury Botthof, President and Publisher 


5201 OLD ORCHARD ROAD; SKOKIE, ILL. — YORKTOWN 6-8500 
SALES OFFICES — SKOKIE, NEW YORK, ATLANTA, LOS ANGELES 
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in the picture 


The appointment of Thomas K. Fisher as vice president and general counsel of CBS, 
Inc., has been announced by president Frank Stanton. The divisional and corporate legal 
staffs which have previously serviced the operating divisions of CBS will be consolidated 
and will constitute the law department of the company, with the office of economic analysis 
transferred to that department. Mr. Fisher joined CBS on March 1, 1955, as assistant 
general attorney. In January 1957 he was named vice president and general attorney of 
CBS Television. He had previously been associated with the law firm of Donovan, Leisure, 
Newton & Irvine, which he joined upon graduation from the University of Michigan Law 
School in 1939. He servea in the post of an assistant United States attorney for the southern 


district of New York from 1942 to 1944. 


century. John Dawson studied at the University of Illinois and 
and served with the Army Air Force in World War II. 


Two executive promotions, both affecting Boston-based person- 
nel, have been announced by Wallace L. Shepardson, president of 
Chirurg & Cairns, Boston and New York advertising agency. Scott 
Costello (|.), the company’s vice president and general manager 
since 1956, will assume new responsibilities as senior vice presi- 
dent, client service. Hillard W. Welch (r.), a member of the 
firm’s board of directors since 1959, was named vice president, 
administration. Mr. Costello joined C&C in 1954 after serving with 
agencies in Chicago and Cleveland. Mr. Welch came to the firm 
three years previously. 





an English instructor there before joining Macy’s as an ad writer. 


William C. Gillogly has been promoted to ABC Television vice president in charge of 
sales, Chicago office, it has been announced by Slocum Chapin, ABC vice president for the 
western division, tv network sales. Mr. Gillogly replaces James W. Beach, who has with- 
drawn from active association with the American Broadcasting Co. to pursue other business 
plans. Mr. Gillogly has been director of sales for the ABC-TV central division since June 
of 1957. He joined the company six years previously as an account executive for the 
network’s central division and was appointed eastern sales manager for the network in 
November 1955. From 1947 to 1951 Mr. Gillogly handled local radio and television sales for 
wow and wow-tv Omaha. He is a graduate of Colgate University and served with the 
Marines during World War II. His home is in Chicago. 









The election of John R. Dawson of the Chicago office of Albert Frank-Guenther Law, 
Inc., as a vice president of the agency has been announced by Howard W. Calkins, chairman 
of the board. Mr. Dawson has been an advertising account executive in AF-GL’s Windy 
City office for the last 15 years, an association which he came by naturally. He represents 
the third generation of a family which has a combined 82 years of service with the 89-year- 
old agency. R. W. Dawson, his father, also a vice president of the firm, has been with Alfred 
Frank-Guenther Law for more than 45 years, and his maternal grandfather, Willard A. 
Record, was the executive who opened the company’s Chicago office in the early part of the 


the Chicago Art Institute, 


Effective the beginning of this month, William H. Howard became president of C. J. 
LaRoche & Co., succeeding Chester J. LaRoche, who has assumed the chairmanship of the 
board of the agency. John Graetzer and John Goodwillie continue as executive vice presi- 
dents, Jerome Roscoe and Tom Lewis as senior vice presidents, C. R. LaRoche as general 
manager, and Crane Haussamen as copy consultant. Mr. Howard was formerly a vice presi- 
dent of J. Walter Thompson and a senior vice president at Young & Rubicam. Before 
entering the advertising business he had been executive vice president of R. H. Macy & Co.., 
retail sales and advertising manager of Montgomery Ward and advertising director of 
Gimbel Bros. He is a graduate and trustee of Wabash College, Crawfordsville, Ind.. and was 
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WITHIN A STONE’S THROW 
OF COMMUNICATIONS ROW! 


One of New York's 
most desirable locations 


MADISON AVENUE 
AT 52nd STREET 





A Bigger and Better 


Just steps from anywhere... 
now with 500 individually deco- 
rated rooms and suites — and 
completely air conditioned. 


The magnificent new 


BARBERRY 


17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 


PLAZA 3-5800 « TWX: NY 1-138 
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In approximately 20,000 minutes, 
or whatever dramatic breakdown you 
want to make of two weeks, if all 
goes well and if the weather is fair 
on a Tuesday (for Tuesdays, for 
some astrological reason, are most 
likely for ventures of this sort), one 
of the three finalists in the American 
Mr. Astronaut contest being held on 
the boardwalk of Cape Canaveral 
will climb an Atlas gantry, be ens- 
conced in his capsule and blasted off 
with enough oomph to send him on 
a 115-mile-high and 290-mile-long 
journey down the Atlantic range. 

According to assorted telegrams 
and coordinated reports on the bulle- 
tin board above the water-cooler, the 
man will come down in the same pool 
of television coverage from which he 
takes off. The three networks will 
broadcast, via direct line from the 
cape, such suspenseful scenes as “the 
sealing of the astronaut into the 
capsule”—certainly not a sight for 
those squeamish souls who persist in 
spelling astronaut sans the last “a.” 

One telegram inviting us to a “be- 
hind-the-scenes viewing of the story 
of the century” (is too much barnum 
and ballyhoo pushing us into this 
thing too soon?) advised us to come 
early, since the event would begin 
about 4:30 a.m. “Breakfast will be 
served . . . plaza . appropriate 
maps and charts will be provided.” 

Our mind, tired from the very ex- 
citement of the message, began to 
drift off, and we swiveled back . . . 
We were there on the terrace, facing 
east, wiping the egg off our mouth 
and drying the sweat from under our 
pith helmet, watching the ant-like 
figures scurrying around the gantry 
under the marbled sky. Within min- 
utes, yea, seconds, the show would 
begin, the missile would go go go, 
and the nationwide alert would com- 
mence. Would the Arbitron rating 
beat that of Election Night? .. . 

Our reverie was interrupted by a 
serious thought. Television, for all its 
technical advance; and despite the 
cooperation of State and Defense De- 
partment officials, would be barred 


THE LIGHTER om In camera 


from some angles of the astronaut 
story. For example, the cameras will 
not be able to wait out the long vigil 
with the chosen astronaut’s wife and 
family, due to the $500,000 contract 
which the astronauts signed with Life 
two years ago, giving the magazine 
exclusive rights to their stories. 

Owing to the same contract, the 
astronaut, assuming he is recovered 
alive (which we are confident he shall 
be), may very likely be led away 
from the microphones by one of Mr. 
Luce’s lawyers before he tells too 
much of the story. We can hear Mr. 
Luce now: “I’m sorry, Mr. President. 
Mr. Rusk, Mr. Von Braun. Read it 
first in Life.” 

_ * * 

Noted without comment (from the 
Sunday Telegraph, London): 

“Another soap commercial has 
come into disfavour with the Inde- 
pendent Television Authority. It is to 
be amended. 

“Knight's Castile toilet-soap adver- 
tisement showed a girl model soaping 
herself in the bath while an off-screen 
voice crooned ‘be gentle with 
me....° An ITA official confirmed 
yesterday that there had been talks. 
‘The programme companies and the 
advertiser agreed that the ad might 
be misunderstood, he said. 

“The film is likely to be retained, 
but a new ‘voice-over,’ as it is known 
technically, used. Knight's Castile is 
a Unilever product.” 

* * * 

Reporting on a Louis Cheskin As- 
sociates media study, Editor & Pub- 
lisher managed to come up with this 
non-partisan headline for all you 
earnest television people: “Tv Great 
For Impact, But It’s Insincere.” 

* * * 

Well, How Would You Describe 
It, or, Synopses We think Should 
Have Been Synopsed: From Tv Guide 
— “Two young people fall in leve but 
cannot wed because of family en- 
mity.” 

The program, a 1936 feature film, 
was Romeo and Juliet. by William 
Shakespeare. 
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new 1305 ft. tower 44 promotion in motion... 


“9, 
major market coverage of a 30,000 lines of advertising 
708,400 people* 4 in seven area newspapers 
with 1 3,000 spots 
$865,478,000 Retail Sales* Ge over nine area radio stations 
and uy PLUS 
ae Buying Income* a on air promotion announcements 


Vi4_—s direct mail 


eae: Gross Farm Income* “ ALL 
4: 


during the first three 


178,600 Tv Homes** 
months of 1961 


KROC-TV covers 26 counties in 
Minnesota, Iowa and Wisconsin. 






*Sales Management, 1960 
** ARB Jan. 1, 1960 
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Channel 10 
Rochester, 





Minnesota 


National Representative: Venard, Rintoul & McConnell, Inc. 
In Minneapolis: Harry S. Hyett Co. 
Network Rep.: Elisabeth Beckjorden 





IN CHATTANOOGA, TENNESSEE 
THE FRIENDLY GROUP'S 


WRGP-TV 


than the combined '/, hour “Firsts” of the 
other two Chattanooga stations* 


*ARB November ’60 
Mon. thru Fri. 8 am to 6 pm 
Sun. thru Sat. 6 pm to Midnight 


FIRST in COVERAGE ... the latest NCS states 
that WRGP-TV covers SIX more counties than one 
other Chattanooga station and FIVE more than the 
other. 

FIRST in SYNDICATION... with the 1st, 2nd, 
3rd, 4th, and 5th TOP-RATED syndicated shows in 
this market. 

FIRST in LOCAL ... with the TOP-RATED 
locally produced show. 


IN CHATTANOOGA: 
George PR. Moore—OX 8-1505 


IN NEW YORK: 
Lee Gaynor—OX 7-0306 


Represented Nationally: H-R 


Member The FRIENDLY Group ( see ) John J. Laux, Exec. Vice-President 





WSTV-TV 


STEUBENVILLE-WHEELING 


KODE-TV 


JOPLIN, MISSOURI 


WRGP-TV 
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WRDW-TV 


AUGUSTA, GEORGIA 


WBOY-TV 


CLARKSBURG, WEST VIRGINIA 
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